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r..  SO  we  did,  too. 


Mcxiern  thinking  on  family  head  lice  control 
demands  immediate,  thorough  treatment  f( )r  all,  even 
if  only  one  head  is  infested 

It's  the  on\y  way  to  be  certain  that  infestation  and 
reinfestation  tlirough  ckiy  tt)-ckiy  head  contaa  is 
eliminated  from  the  family  group 

To  help  you  bring  home  the  point  to  your 
custijmers  we've  introduced  new  PRIODERM  ;ind 
CARYIDERM  FAMILY  TREATMENT  KITS  witJl  Stylish  new 
pack  designs  for  maximum  visibility. 

PRIODERM® 

LOTION,  M  LAMK)0  AND  FAMILY        LOTION,  ,SLL\MKX3  AND  FAMILY 

  TREATMENT  KIT  TREATMENT  KIT 

Further  laformaiion  is  availalile  trom 
f  IM^VPP  )  Napp  l^iratones,  The  Science  Park,  Cambridge  CB4  4BU  Member  of  the  Napp  Pharmaceutical  Group 
(R)  PruxierfTi  and  Carylderm  are  registered  trade  marks  (§)  Napp  Laboratones  Limited  198S 
Pni  K.it-rni  b     in  .uid  s[i.tm}"KM  >  <.i  inuin  M,il,uhii  hi  ( .irvidtTni  lunoii  Jrul  stia/iii^  m  i  i.(  inuin  (-irh.in'l 


Each  contains  1 10ml  of  2-hour  kill  lotion,  a  nit 
comb  for  effeaive  treatment  and  diagnosis,  plus 
detailed  advice  and  instruciions  for  u.se 

Family  treatment  kits  are  a  brand  new  approach 
to  tJie  problem  of  hc'id  lice,  and  an  excellent 
(opportunity  for  you  to  increase  sales  in  this  area. 

So  contacT  us  now  for  your  FREE  merchandising 
starter  pack,  including  a  colourful  and  informative 
new  educational  l«tflet  for  your  counter 


CARYLDERM 
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FreeBubblyf 

Far  be  it  for  Clairol  to  boast  about  25  years  as  Britain's 
leading  hair  colourant  company  -  so  we  thought  we  would  provide 
you  with  the  opportunity  to  celebrate  on  our  behalf! 

We  are  offering  a  bottle  of  delicious,  light  French  wine  with  every  order 
of  a  dozen  3-packs  of  Nice  Tvl  Easy,  or  if  you  increase  your  order  to  three 
dozen  3-packs,  we  will  present  >ou  with  a  celebratory  bottle  of  bubbly.  One  of 
our  Nice  'N  Easy  salesmen  will  bring  your  bottle  when  he  next  visits. 

So  hurry,  complete  the  order  form  below  and  send  it  to  Nice  'N  Easy  Wine 
Offer,  Bristol-Myers  Company  Ltd,  Swakeleys  House,  Milton  Road,  Ickenham, 
Uxbridge  UBIO  9NS,  and  take  advantage  of  this  sparkling  offer  from  Nice  'N  Easy. 


NICE  'N  Ei 

IVSYO 

RDER  FORM  

ORDER 
SIZE 

UNITS 
PER 
PACK 

ORDER 
SIZE 

UNITS 
PER 
PACK 

0840 

3 

Nat.  Pale  Bi  de 

100 

0850 

3 

Nat.  BrI.  Auburn 

110 

0841 

3 

Nat.  Baby  Bi  de 

101 

0851 

3 

Soft  Burgundy 

111A 

0842 

3 

Nat.  Lt.  Ash  Bi  de 

102 

0852 

3 

Nat.  Med.  Auburn 

112 

0843 

3 

Nat.  Lt.  Beige 

103 

0853 

3 

Vibrant  Burgundy 

113 

0844 

3 

Nat.  Hon.  Blonde 

104 

0854 

3 

Nat.Lt.AshBrn. 

114 

0845 

3 

Nat.  Soft  Bi  de 

105 

0855 

3 

Nat.  Velvet  Brn. 

115 

0846 

3 

Nat.  Ash  Bl'de 

106 

0856 

3 

Nat.Lt.Brn. 

116 

0847 

3 

Nat.  Gold  Aub. 

108 

0857 

3 

Nat.  Golden  Brn. 

117 

0849 

3 

Nat.  Wm.  Auburn 

logA 

0858 

3 

Nat.  Med.  Brn. 

118 

Tick  appropriate  box:- 

My  order  size  is  3  dozen  or  over.  Please  reserve  me        1  1 
my  tree  bottle  ol  wine,                               1  1 

0859 

3 

Nat.  Dark  Brn. 

120 

0860 

3 

Nat.  Black 

122 

My  order  size  is  9  dozen  or  over.  Please  reserve  me 
my  free  bottle  ot  sparkling  wine. 

My  nominated  Symbol  Wholesaler  is  


□ 


My  nominated  Depot  is_ 

Name  

Address  


.  My  Account  No.  is . 


.  Signature . 


.Date. 


100 

NATURAL  PALE  BLONDE 
Shampoo- in  hair  colour  with 

■—  CONDITION  PLUS  

for  lasting  silldness  and  shine 


CHEMIST 
DRUGGIST 


August  16. 1986 

Volume  226  No  5535 

127th  year  of  publication 
ISSN  0009-3033 

Incorporating 
Retail  Chemist 

Editor: 

John  Skelton  BPharm,  MPS 

Assistant  Editor: 

Patrick  Grice  BPharm,  MPS 

Features  Editor: 

Steven  Titmarsh  BPharm,  MPS 

Contributing  Editor: 

Adrienne  de  Mont 
BPharm,  MPS 

Technical  Reporter: 

Robert  Darracott,  BPharm,  MPS 

Business  Reporter: 

Nla  Williams,  BA 

NPA  Reporter: 

Liz  Hunt  BPharm  MPS 

Art  Editor:  Jack  Parker 

Price  List  Controller: 

Colm  Simpson 

Advertisement  Manager: 

Peter  Nicholls  IP 

Assistant  Advertisement 
Manager: 

Doug  Mytton 

Production:  Shirley  Wilson 

Publisher: 

Ronald  Salmon  FPS 

Director: 

Christopher  Leonard-Morgan 


Published  Saturdays 
by  Benn  Publications  Ltd 

Sovereign  Way,  Tonbndge, 
Kent  TN9  IRW 
Telephone:  0732  364422 
Telex:  95132  Benton  G 


Suijscrlptions:  Home  £58  per  annum. 
Overseas  &  Eire  £72  per  annum  in- 
cluding postaga  £1.20  per  copy 
(postage  extra).  Member 


ABC 


of  the  Audit  Bureau  of 
Circulations 


Regional    advertisement  oiiices: 

Midlands  240-244  Stratford  Koad,  Sh.rley, 
Solihull,  W  Midlands  B90  3AE  021-744 
4427  North  East  and  North  West:  491 
Chester  Road.  Old  Tratioid  Manchester  MI6 
9HF  061-872  5151  West 
Country  &  South  Wales:  10  -  , 
Badminton  Road,  Downend,  J?sIVl 
Bristol  BS16  6BQ  0272  564827, 


IN  THIS  ISSUE 


Mail  on  Sunday  expose  on  drug  abuse  danger  with  Marzine  praised 

"A  valuable  public  service,"  says  Press  Council  as  pharmacist's  complaint  rejected  236 


Watford  pharmacist  fined  £1,500  for  dumped  drugs 

Council  prosecutes  after  drugs  found  spilling  from  bin  liners 


236 


PSGB  inspectors  raid  Staffordshire  warehouse 

Prescription  drugs  and  hypodermic  syringes  alleged  to  be  on  sale  to  public 


237 


Boots  —  stirred  but  not  shaken 

C&D  talks  to  retail  managing  director  Keith  Ackroyd  following  last  month's  management  shake-up  238 


Bathcare  —  C&D  special  feature 


250 


PSGB  Council  presses  for  EEC  mutual  recognition  safeguards 

Ruling  given  on  dual  labelled  Pi's  and  blister  packs 


255 


Evans  leaves  Glaxo  after  £27m  management  buy-out 


258 


News 

236 

Business  news 

258 

Topical  reflections  by  Xrayser 

240 

In  the  City 

259 

Counterpoints 

241 

Coming  events 

259 

Prescription  specialities 

246 

Classified  advertisements 

260 

Letters 

256 

People 

262 

ICOMMENTI 


It  is  perhaps  an 
appropriate  time, 
with  the  major  part 
of  the  Summer 
break  —  in  business  and  pohtical 
terms  at  least  —  still  to  go,  to  step 
back  and  assess  progress  over 
certain  aspects  of  the  new 
contract.  On  the  plus  side  the 
NHS  (Amendment)  Bill  has  at 
last  reached  the  Lords 
Committee  stage.  At  last  the 
pharmacist,  as  a  businessman, 
can  begin  to  look  shghtly  further 
ahead  than  the  next  meeting  of 
the  profession's  negotiators  with 
the  Department  of  Health. 

But  most  forward  planning 
will  have  to  be  based  on 
intelligent  deduction  and 
guesswork,  because  pharmacists 
have  still  only  had  sight  of  the 
draft  regulations,  and  that  was 
some  considerable  time  ago. 
Some  sections  will  have 
changed.  Those  relating  to 
appeals,  for  instance,  will  have 
been  rewritten  after 
announcements  m  the  Commons 
a  couple  of  weeks  ago,  nicely 
timed  pre-empt  any  outbursts 
from  the  Lords.  So,  even  at  this 


stage,  although  pharmacists 
have  "signed"  the  contract,  they 
have  still  to  see  the  fine  print. 

Perhaps  just  as  important  in 
the  long  term  is  the  shape  next 
April's  remuneration  package  is 
going  to  take,  because  it  should 
be  the  first  that  reflects  a  direct 
payment  for  professional 
services.  The  negotiations  on 
how  the  money  is  to  be 
apportioned  should  provide  for 
an  interesting  period  of 
collaboration  between  PSNC 
and  the  Pharmaceutical  Society. 
The  Society  must  decide  what 
constitutes  a  professional 
service.  And  there  are 
suggestions   of  considerable 


internal  dissension  over  just  how 
far  the  Society  will  go  in 
accepting  some  of  the  recent 
proposals  relating  to  community 
pharmacy. 

PSNC  has  the  thankless  task 
of  putting  such  concepts  into  a 
quantifiable  package  acceptable 
to  contractors,  the  professional 
body  and  the  DHSS.  PSNC 
made  it  clear  when  it  was  given 
the  mandate  to  negotiate  part 
one  of  the  contract  that  it  would 
do  so  in  secret.  Whether  that 
principle  can  be  extended  to 
part  two  is  debatable.  A  more 
public  discussion  of  the  issues 
might  do  much  to  prevent  the 
acnmomous  dispute  which  arose 
when  details  of  the  part  one 
package  were  released. 

With  the  next  LPC  represen- 
tatives meeting  not  scheduled 
until  next  March  there  is  a 
reasonable  amount  of  time  left 
for  open  debate,  but  precious 
little  afterwards  if  an  "all  or 
nothing"  package  planned  for 
introduction  next  %k 
April  proves  un-  |:%  'F\ 
acceptable  to  ;  \  |  ] 
contractors.  i  j 
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NEWS 


£1,500  fine  for 
dumped  drugs 


Marzine  expose  gets 
Press  Council  support 


The  Mail  on  Sunday  performed  a 
valuable  public  service  with  a  story 
on  the  danger  of  drug  abuse 
through  easily  available  travel 
sickness  tablets,  the  Press  Gsuncil 
said  this  week. 

The  Council  rejected  a  complaint  by 
Mrs  Janet  Lees,  a  pharmacist  from 
Knutsford,  Cheshire,  about  a  report  which 
said  teenage  junkies  were  using  ordinary 
travel  sickness  tablets  as  a  deadly 
substitute  for  heroin.  The  article  named 
Marzine  which  it  said  could  be  bought  for 
£0.60,  compared  to  £10  for  a  similar  dose 
of  heroin . 

One  youngster  had  already  died  and 
most  addicts  were  driven  mad  by 
hallucinations,  the  story  said.  The 
Pharmaceutical  Society  had  told  members 
the  drug  could  be  sold  only  by 
pharmacists  personally,  but  the 
newspaper  found  many  chemists  were 
unaware  of  the  restrictions. 

Mrs  Lees  complained  that  it  was 
improper  of  The  Mail  on  Sunday  to 
publish  the  names  of  the  tablets  and  the 
quantities  taken  for  drug  abuse  because  it 
was  likely  to  encourage  people  to 
experiment.  She  understood  the  Press  did 
not  name  drugs  or  dosages  in  suicide 
attempts,  and  thought  it  followed  that  it 
was  unwise  with  drugs  liable  to  abuse. 

Mr  Graham  MuUey,  managing  editor, 
rephed  that  the  tablets  were  considered  so 
dangerous  the  Pharmaceutical  Society 
had  recommended  sales  restrictions. 
Despite  the  guidelines,  the  tablets  were 

Order  entry  — 
no  entry? 


then  still  freely  available.  It  was  clearly  in 
the  national  interest  that  the  public  should 
be  warned  of  the  possible  effects,  he  said. 
Unless  it  was  named,  chemists,  parents, 
teachers  and  other  people  dealing  with  the 
young  would  not  know  which  tablet  to 
beware  of,  and  young  people  would  not 
realise  an  overdose  was  so  dangerous. 

Ms  Dee  Halpin  of  the  charity  Turning 
Point  told  an  oral  inquiry  that  the  tablets 
had  the  same  effects  as  heroin  to  start  with. 
A  feeling  of  euphoria  was  quickly  followed 
by  bad  side  effects,  including  paranoia 
and  disorientation.  Since  the  article 
appeared  sales  had  dropped. 

Mr  Mulley  said  Mrs  Lees  and  the 
newspaper  were  on  the  same  side  as  they 
both  abhorred  drug  abuse. 

In  their  adjudication  the  Press  Council 
recognised  the  complainant's  genuine 
concern  about  naming  the  drug.  It  was 
satisfied,  however,  that  in  handling  the 
story  the  newspaper's  "motives  were  good, 
its  research  sound  and  its  judgment 
reasonable. 

"The  result  was  a  useful  warning  to 
potential  abusers,  their  parents,  teachers 
and  guardians,  and  drug  companies." 

■  For  once,  pharmacists  in  a  Daily  Mail 
medicines  "scandal".  On  Wednesday,  the 
paper  reported  that  junior  aspirin 
products  were  still  available  two  months 
after  their  withdrawals.  The  Mail  reported 
on  two  grocers  and  a  cash-and-carry 
warehouse  where  they  had  found  such 
items,  but  stated:  "we  found  no 
pharmacists  selling  the  products." 


version  should  be  available  at  the  end  of 
the  month,  following  trials.  The  cost  of  the 
multi-purpose  modem,  expansion  unit  and 
software  will  be  less  than  £500,  say  Image. 

Image  emphasise  that  although  the 
system  is  available  with  transmit  and 
inquiry  facilities  to  Vestric,  all  link-ups  are 
subject  to  the  wholesaler's  authorisation. 
Vestic  say  that  it  is  technically  possible  for 
different  computer  terminals  to  place 
orders  with  wholesaler's  computers,  but 
the  results  of  their  experiments  have  been 
unsatisfactory  (see  Letters  p257). 


The  DHSS  apologises  for  printing  errors  in 
the  final  15  pages  of  this  month's  Drug 
Tariff  amendments,  DTA20. 

Arrangements  have  been  made  for 
these  pages  —  the  replacement  pages 
between  79/38  and  142/19  —  to  be 
reprinted  and  reissued. 


Pharmacist  Dhimant  Patel  faces 
fines  and  costs  totalling  nearly 
£2,000  after  sackfuls  of  Prescription 
Only  drugs  were  discovered 
dumped  on  wasteland  near  a  busy 
general  hospital. 

Mr  Patel,  who  owns  two  shops  in 
Watford,  Hertfordshire,  appeared  before 
magistrates  on  three  charges  of  failing  to 
comply  with  the  Pollution  Control 
Regulations  on  the  disposal  of  dangerous 
drugs. 

The  court  heard  that  Mr  Patel,  who 
pleaded  not  guilty,  paid  a  decorator  £60  to 
get  rid  of  old  furniture  and  20  sacks  of 
rubbish  from  his  shops.  Most  of  the 
rubbish  went  to  the  council  tip,  but  some 
was  dumped  near  the  town's  general 
hospital,  said  Mr  Christopher  Jackson, 
prosecuting  on  behalf  of  Hertfordshire 
County  Council.  Later  the  same  day  a 
member  of  the  public  discovered 
"substantial  quanitities  of  drugs"  spilling 
out  of  six  plastic  dustbin  liners.  Police  and 
council  environmental  health  officers 
called  to  the  scene  connected  the  drugs 
with  Mr  Patel's  shops  when  they  discovered 
correspondence  relating  to  his  businesses 
nearby. 

Three  bottles  picked  at  random  from 
the  bin  bags  contained  amoxycillin, 
f  rusemide  and  quinidine  sulphate. 

Mr  Patel,  of  Whippendell  Road, 
Watford,  was  convicted  of  three  offences; 
magistrates  fined  him  £500  for  each 
offence,  with  £138  analyst's  fees  and  £120 
towards  prosecution  costs. 

Mr  Jackson  told  the  court  Mr  Patel 
should  have  filled  out  a  consignment 
notice,  warning  the  environmental 
services  department  that  he  intended  to 
get  rid  of  dangerous  waste.  Mr  Patel,  who 
registered  in  1980,  told  the  court  a  newly- 
qualified  locum  employed  to  run  one  of  his 
shops,  was  given  strict  instructions  not  to 
throw  away  medicines  except  by  flushing 
them  down  the  lavatory.  He  had  packaged 
up  the  rubbish  from  one  shop  himself,  but 
the  decorator  also  took  six  bags  from  the 
other  shop,  run  by  the  locum.  He  thought 
the  decorator  was  taking  the  rubbish  to  the 
council's  dump  and  neither  he  nor  the 
decorator  examined  the  bags,  which  were 
already  tied  up. 

Mrs  Kate  Thirl  wall,  defending,  said  the 
Council  had  failed  to  prove  continuity 
between  the  discovery  of  the  drugs  and  the 
three  samples  which  formed  the  basis  of 
the  charges.  She  added  that  Mr  Patel  was 
entitled  to  assume  that  a  qualified  locum 
would  know  that  he  could  not  dispose  of 
drugs  in  a  normal  manner. 


Image  Microsystems  say  a  trade 
press  advertisement  for  their  new 
labelling  equipment,  which  they 
claim  is  capable  of  order  entry  to 
Vestric,  has  generated  a  number  of 
orders. 

However,  Vestric  seem  determined  not 
to  give  authority  to  any  "third  party 
supplier"  to  link  a  labelling  computer  with 
their  order  entry  system. 

Image's  system  uses  an  Amstrad  128K 
computer  expanded  to  256K  giving  a 
facility  to  hold  6,000  drugs  and  OTC  lines. 
A  multi-purpose  modem  allows 
communication  facilities,  including 
branch  to  branch  for  multiples.  A  BBC 
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PSGB  inspectors 
raid  warehouse 

Pharmaceutical  Society  inspectors 
raided  a  Staffordshire  warehouse 
last  week,  and  seized  a  range  of 
POM  and  P  drugs  and  hypodermic 
syringes,  reported  to  have  been  on 
open  sale  to  the  public. 

The  Society  was  alerted  by  a  local 
newspaper,  The  Staffordshire  Newsletter, 
after  a  reporter  had  purchased  100 
penicillin  capsules  from  Taylor's  Surplus 
Supplies  in  Sandyford  Street  on  August  6. 
The  following  day  a  PSGB  official  made  a 
test  purchase  and  also  obtained  a  supply  of 
antibiotics.  The  building  was  raided 
shortly  afterwards  and  drugs  understood  to 
include  penicillin,  quinine,  and 
erythromycin  were  confiscated.  These  had 
apparently  been  on  sale  for  as  little  as  £1, 
with  hypodermic  syringes  at  £5. 

PSGB  inspector  Mr  Henry  Littler  said 
he  would  be  submitting  a  full  report  to  the 
Pharmaceutical  Society.  He  confirmed 
that  the  items  seized  were  a  mixture  of 
POM  and  P  drugs. 

Warehouse  proprietor  Mr  Syd  Taylor 
said  he  had  purchased  the  medical 
supphes  from  a  firm  in  Birmingham  last 
year.  He  denied  that  the  drugs  had  been 
on  open  sale.  He  said  drugs  had  been  sent 
to  him  by  mistake  and  it  vras  his  intention  to 
destroy  them.  His  staff  were  under  strict 
instructions  not  to  sell  the  drugs  and  after 
the  sale  to  the  local  journalist  one  member 
had  been  dismissed  on  the  spot. 


ABPI reports, . . 

Despite  setbacks  like  the  limited  list 
and  the  Government's  stringent 
fiscal  policy,  the  pharmaceutical 
industry  could  still  improve  its 
contribution  to  the  progress  of  the 
NHS  medicine  and  the  British 
economy  given  the  right 
environment. 

That  is  the  opinion  of  James  Diamond, 
president  of  the  Association  of  the  British 
Pharmaceutical  Industry.  In  his  foreword 
to  the  ABPI's  1985-86  annual  report,  he 
says  that  Britain  is  now  one  of  the  few 
countries  in  the  world  where  the 
predisposing  factors  are  extremely 
favourable  for  the  pursuit  of 
pharmaceutical  research.  But  Mr 
Diamond  warns  this  could  well  be  lost  if 
the  UK  environment  "does  not  become 
more  favourable". 

The  report  shows  that  the  industry  now 
contributes  £836m  net  a  year  to  the  UK's 
balance  of  payments. 


NPA  AGM  -  one 
man  show 

Though  Dorset  pharmacist  Stanley 
Bubb  was  the  only  member  (yet 
again!)  to  attend  the  National 
Pharmaceutical  Association's 
annual  general  meeting,  the  Board 
did  not  face  an  easy  ride  because  of 
it. 

Mr  Bubb  opened  his  address  to  the 
Board  commenting  that  it  would  be  a 
mistake  to  assume  poor  attendance 
indicated  total  satisfaction  with  the  way  the 
NPA  now  operates.  He  said  he  wished  to 
make  some  "constructive  criticism". 

Mr  Bubb  said  that  when  himself  a 
Board  member  for  some  nine  years  he  had 
been  happy  to  assure  every  NPA  member 
that  the  Association  was  always  on  their 
side.  But  now  the  NPA  had  become  a  self- 
sufficient  body  riding  on  the  backs  of 
members  rather  than  supporting, 
encouraging,  and  protecting  them.  He 
called  for  a  return  to  the  old  standards  that 
had  made  the  NPA  unique  and  powerful. 

NPA  director  Tim  Astill  emphatically 
refuted  these  suggestions.  All  but  two  of 
the  21  Board  members  had  a  financial 
interest  in  only  one  pharmacy,  and  were 
typical  of  the  vast  majority  of  members, 
providing  an  input  of  grass  roots  opinion. 

On  the  subject  of  the  new  NHS 
contract  Mr  Bubb  asked  why  the  Board 
had  vigorously  supported  proposals  likely 
to  cause  hardship  to  many  members  with 
smaller  businesses. 

Mr  AstiU  replied  that  the  Board  had 
supported  the  Pharmaceutical  Services 
Negotiating  Committee's  agreement  with 
the  Department  of  Health  "as  a  package" 
and  not  "fully  and  in  every  detail"  as  Mr 
Bubb  had  said.  It  recognised  that 
advantages  for  NPA  members  generally 
would  far  outweigh  the  disadvantages. 

Mr  Bubb  also  had  misgivings  about  the 


NPA's  dispensing  technicians  training 
course.  He  said  that  the  TEC  certificate  is 
likely  to  be  the  only  one  recognised  for 
technicians  in  the  future,  and  it  seemed 
strange  the  NPA  should  be  fostering  an 
alternative  scheme  leading  to  a  dead  end. 

Mr  AstiU  said  the  NPA's  approach  was 
to  provide  training  that  would  fulfil  the 
needs  of  members,  and  the  training 
department  felt  that  the  TEC  syllabus  was 
not  wholly  relevant  to  those  needs.  It  did 
not  lead  to  a  "dead  end"  as  it  enabled 
trainees  to  sit  the  Society  of  Apothecaries 
examination  which  NPA  believed  would 
continue  to  be  widely  recognised. 

On  a  final  note  an  aggrieved  Mr  Bubb 
said  that  he  had  been  shocked  when,  in 
the  middle  of  June,  he  had  received  a  card 
signed  by  Mr  Astill  informing  him  that  as 
his  membership  subscription  had  not  been 
paid  by  June  1,  he  was  no  longer  entitled 
to  any  membership  benefits.  This,  after  40 
years  membership.  "It  was  not  a  warning 
but  a  blunt  statement  that  my  name  had 
been  erased  from  the  list  of  members." 

But  Mr  Astill  was  unsympathetic.  This 
subscription  card  was  in  fact  a  third 
reminder.  The  Board  had  agreed  on  the 
open  postcard  method  because 
experience  had  shown  that  locums  did  not 
open  mail  in  the  proprietor's  absence,  and 
three  such  reminders  on  occasions  had 
been  ignored  resulting  in  a  lapse  of  CDA 
insurance  cover.  If  Mr  Bubb  did  not  like 
receiving  a  postcard  all  he  had  to  do  was 
pay  his  subscription  on  time. 


New  market? 

The  Department  of  Health  says  that  a 
Sunday  Telegraph  report  that  ministers 
are  looking  into  selling  retailers,  including 
pharmacists,  concessionary  rights  to 
provide  services  to  NHS  hospitals  is 
"speculation".  But  a  spokesman  told  C&D 
ministers  were  "continually  looking  at 
ways  of  increasing  the  amount  of  money 
available  for  patient  services." 
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C&D  INTERVIEW! 


Boots  -  stirred  but  not  sbaken 

Boots'  retail  management  structure  underwent  its  first  major 
reorganisation  for  over  60  years  last  month  in  the  woke  of  criticism 
of  its  trading  practice  and  image  from  both  its  suppliers  and 
retailing  pundits.  But  the  need  for  radical  change  had  become 
apparent  some  years  ago,  as  retail  division  managing  director 
Keith  Ackroyd,  FPS,  told  C&D. 


The  major  changes  in  management 
structure  announced  by  Boots  the  Chemists 
at  the  end  of  May  were,  by  the  company's 
standards,  unexpectedly  ruthless.  They 
herald  a  tougher  attitude  not  only  towards 
the  high  street  competition  but  also  to  the 
performance  expected  from  the  retail 
management  team.  "Personal 
accountability"  are  the  new  buzzwords. 

Precipitating  the  shake-up  has  been  a 
growing  concern  that  Boots'  trading  image 
has  been  slipping,  especially  in  its  larger 
stores.  There  has  also  been  growing 
criticism  from  suppliers  that  the  company 
was  not  handling  and  selling  through 
product  in  the  way  it  should. 


Managing  director  of  the  retail  division, 
Keith  Ackroyd,  candidly  admits  there  had 
been  problems  with  the  previous  system  for 
some  years.  "We  put  in  all  sorts  of  people  to 
support  the  old  territory  managers,  but  the 
end  product  was  too  many  people  involved 
who  were  not  managers.  It  was  necessary  to 
remove  the  bureaucracy  and  put  people 
directly  in  charge.  We  were  not  taking  full 
advantage  of  the  opportunities  —  too  many 
things  were  floating  past  without  us  reaUy 
noticing." 

Separate  structures  have  been  set  up  for 
the  200  larger  stores  of  more  than  6,000  sq  ft, 
and  the  800  smaller  branches.  The  territory 
structure,  headed  by  a  general  manager  and 
a  team  of  support  staff,  has  been  abolished. 
District  managers  will  now  be  responsible 
for  groups  of  a  dozen  or  so  smaU  shops, 
while  ten  area  managers  will  each  oversee 
20-24  of  the  larger  branches. 

On  the  marketing  side  nine  business 
centres  have  been  established,  each 
devoting  to  buying  and  marketing  in  the 
areas  Boots  see  as  their  main  fields  of 
operation.  The  key  areas  are  healthcare, 
optics,  food,  personal  care,  beauty,  baby, 
home,  leisure  and  soimd/vision.  The  general 
managers  heading  up  the  business  centres 
will  also  be  responsible  for  merchandising, 
sales  promotion,  and  stock  control  for  their 
area  in  the  large  stores. 

SpUtting  the  chain  in  two  provides  a 
number  of  benefits,  says  Mr  Ackroyd.  "In  the 
previous  organisation  a  territory  had  only  a 
few  large  branches,  and  the  territory 
manager  could  not  compare  and  contrast  a 
significant  number  of  them. 

"Smaller  branches  fulfil  different  needs 
—  the  business  opportimties  in  each  location 
are  rather  different  and  so  is  the  competition. 
It  is  necessary  to  manage  them  in  a  more 
"hands  on'  way  to  get  the  best  result.  Since  it 
is  generally  the  younger,  less  experienced, 
managers  who  are  in  the  small  shops,  tighter 
control  will  be  a  good  thing." 

While  area  managers  for  large  stores  will 
exercise  general  managerial  control,  district 
managers  are  percieved  as  key 
appointments  with  in-depth  knowledge 
about  developments  and  opportunities  in  his 
or  her  local  patch.  Mr  Ackroyd  denies  that 
district  managers  wiU  be  in  a  promotion  cul- 
de-sac.  "We  have  left  ourselves  completely 
flexible  with  regard  to  management  moves." 
'  Boots  have  been  experimenting  for  some 
time  with  "shops  within  shops"  and  this  idea 
is  likely  to  be  further  developed  in  large 
stores.  Previously  large  stores  were  marketed 
as  a  single  entity,  which  imposed  restrictions 
Dn  how  certain  areas  could  be  promoted.  "If 
sverything  in  a  store  is  being  glossed  over'  to 
provide  for  all  market  segments,  then  the 
' :  :otal  message  is  not  very  powerful,"  says  Mr 
?lckroyd.  "The  specific  needs  of  each 
department  are  submerged  by  compromise." 

The  business  general  managers  will  be 


marketing  men  responsible  for  putting 
forward  the  right  package  for  their  areas. 
This  should,  for  example,  mean  a  higher 
profile  for  the  health  care  side  of  the 
business,  says  Mr  Ackroyd.  "Both  large  and 
small  stores  will  be  developing  the  "health 
care  shop'.  The  marketing  plus  we  have  got 
over  any  other  national  chain  is  selling 
healthcare.  There  is  no  possibility  of  this 
aspect  of  the  business  becoming  less 
important  in  the  future." 

Boots  have  recognised  that  there  is  a 
danger  that  buying  will  be  biased  towards 
the  larger  stores.  An  "influential"  marketing 
department  has  been  set  up  specifically  for 
small  stores.  "If  a  business  manager  is  not 
producing  a  satisfactory  package  for  small 
stores  then  that  department  will  step  in.  It 
may,  for  example,  have  to  buy  specific  items 
of  merchandise  which  are  not  attractive 
enough  to  put  through  the  whole  of  Boots," 
says  Mr  Ackroyd. 

"The  marketing  plus  we  have 
got  is  selling  healthcare. 
There  is  no  possibility  of 

this  becoming  less  important 
in  the  future." 

One  interesting  aspect  of  the 
reorganisation  is  that  the  long-lived  pohcy  of 
reserving  large  store  management  positions 
for  pharmacists  has  been  scrapped.  "SmaU 
branches  will  still  be  significant  training 
areas  and  the  source  of  management 
material  for  large  branches.  I  shall  be 
surprised  if  the  majority  of  large  branches 
do  not  continue  to  be  managed  by 
pharmacists.  But  we  have  seen  there  may  be 
reasons  for  promoting  non-pharmacists  into 
branch  management,"  says  Mr  Ackroyd. 
"But  to  the  best  of  my  knowledge  we  have  no 
plans  to  recruit  managers  from  outside  " 

This  change  of  policy  overcomes  two 
major  weaknesses  long  recognised  by  the 
company.  There  are  few  retailing  concerns 
that  do  not  have  the  ability  to  put  their  buyers 
and  administrators  into  shop  management  as 
part  of  their  career  development.  ""We  must 
also  be  the  only  retailer  that  will  recruit  into 
supervisory  and  departmental  management 
positions  when  there  has  been  no  prospect  of 
moving  into  higher  management,"  says  Mr 
Ackroyd. 

The  new  structure  has  been  well 
received,  he  says.  "It's  quite  remarkable. 
Managers  throughout  the  organisation  and 
elsewhere  are  saying  almost  universally  that 
it  looks  to  them  like  a  very  sensible  move.  It's 
a  bit  early  to  say  how  it  has  been  received  in 
financial  circles.  We  will  be  able  to  tell  when 
we  do  our  Autumn  round  of  briefings." 

Boots  are  still  keeping  plans  for  their  out- 
of-town  developments  very  much  under 
wraps,  even  though  the  first  such  store  at 


Cricklewood  is  due  to  open  early  next  year 
{C&D  luly  26).  All  that  is  known  is  that  the 
development  will  not  suit  a  Boots  the 
Chemists  type  operation. 

Mr  Ackroyd  is  happier  to  squash 
suggestions  that  the  company  may  be 
considering  setting  up  drug  stores  in 
response  to  the  trade  lost  to  chains  like 
Share,  Superdrug  and  Tip  Top.  "It's  rather 
unlikely.  We  are  offering  them  healthy 
competition  at  the  moment,  but  do  not  need 
to  step  outside  our  pharmacy  operations  to 
do  it.  We  have  sharpened  our  pricing  and 
our  share  of  the  toiletries  market  is  rising." 

Managers  are  now  aUowed  to  lower 
prices  to  meet  local  competition.  The  days  of 
uniform  pricing  throughout  the  company's 
branches  is  past.  People  have  accepted  the 
reality  of  the  trading  situation,  says  Mr 
Ackroyd,  and  do  not  seem  put  out  by  the 
price  disparity  between  shops. 

In  parallel  with  changes  to  the 
commercial  side  of  the  business  Boots  is  also 
having  to  cope  with  new  developments  on 
the  professional  front.  The  company 
deliberately  kept  a  low  profile  during  the 
new  contract  negotiations,  its  opinion 
largely  mirroring  that  put  forward  by  the 
Company  Chemist's  Association.  Mr 
Ackroyd,  while  not  prepared  to  rock  the 
boat  against  the  apparent  wishes  of  the 
majority  of  his  professional  colleagues,  is 
clearly  still  unhappy  at  the  way  the  situation 
has  developed. 

He  would  not  be  drawn  on  the  effect 
limitation  of  contract  might  have  on  the 
company.  "I  doubt  whether  it  will  hinder  any 
plans  we  might  have  to  expand  in  certain 
areas...  but  I  cannot  answer  that  question 
because  we  haven't  seen  the  regulations  yet. 
It  will  certainly  add  a  new  dimension.  The 
ability  to  get  a  contract  will  have  to  form  part 
of  our  planning  and  that  means  a  different 
timescale." 

He  is  sure  that  limitation  of  contract  will 
not  bring  about  a  sort  of  rational  location. 
"What  we  have  got  is  more  contracts  than 
anyone  else,  and  to  that  extent  there  must  be 
other  people  who  feel  more  adversely 
affected  than  we  do,"  he  says. 

Likewise  Mr  Ackroyd  would  not 
comment  on  the  imphcations  of  the  Nuffield 
Report.  "There  is  much  discussion  to  take 
place  before  any  decisions  are  taken.  But  the 
report  did  proclaim  a  point  of  view  that  I, 
and  Boots,  would  be  very  supportive  of  in 
broad  terms.  Relaxation  of  supervision  will 
fit  into  our  concept  of  health  care  shops." 

The  move  to  sharpening  up  of  the 
retailing  operation  should  do  much  to 
quieten  criticism  of  Boots'  modus  operandi. 
The  company  has  probably  stirred  itself  into 
action  in  sufficient  time  to  prevent  it  being 
shaken  from  its  trading  platform.  But  if  the 
new  organisation  does  not  produce  results  its 
pre-eminent  High  Street  position  could  be 
seriously  weakened. 
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■TOPICAL  REFLECTIONS^ 

ByXroyser 


Premises  up  26 

The  number  of  premises  on  the 
Pharmaceutical  Society's  Register 
was  up  26  in  July  to  1 1 ,498.  And  all 
the  indications  are  that  the  1 1 ,500 
mark  will  be  breached  in  August. 

There  was  a  net  increase  of  17  in 
England  (excluding  London)  with  24 
additions,  two  restorations  and  nine 
deletions.  In  Scotland  there  were  six 
additions,  while  Wales  had  two  additions 
and  one  deletion.  London  had  two 
additions. 

Some  August  changes  which  appeared 
on  the  monthly  amendments  list  in  error, 
opened  up  the  prospect  for  another  large 
monthly  increase,  with  28  additions  and 
only  two  deletions. 

■  Among  the  July  additions  is  a  pharmacy 
in  the  village  of  Yaxley,  near 
Northampton,  the  scene  of  a  Rural 
Dispensing  Committee  decision  last 
November  granting  permission  for  two 
pharmacies  despite  dispensing  doctor 
opposition  (C<5Z)  December  14,  pl095). 


WPC  yn  ymuno 
a  r  oes  fodern 

The  Welsh  Pricing  Committee  is  to 
have  a  £    m  computer  for 
processing  the  26.1  million 
prescriptions  dispensed  each  year 
in  Wales. 

A  Honeywell  DPS7/507  mainframe 
computer  has  been  bought  by  the  Welsh 
Health  Common  Services  Authority  and  is 
due  to  be  installed  this  Autumn  in  a 
specially  built  computer  suite. 

In  England,  the  last  of  the  Prescription 
Pricing  Authority's  processing  divisions 
goes  live  with  its  computer  from 
September.  So  all  11  divisions  wiU  be 
computerised  from  next  month  —  right  on 
schedule. 


Recall  deadline 

Smith  Kline  &  French  have  set  a 
September  30  deadline  for  the 
return  of  recalled  Parstelin  tablets 
(p&D  July  26.  pl47). 

AH  batches,  except  packs  of  50 
ParsteUn  tablets  marked  "special  supply" 
with  an  expiry  date  of  end-October  1986, 
should  be  returned  to  wholesalers  for 
credit  by  this  date.  Routine  quality  control 
had  revealed  that  some  batches  may 
become  sub-potent  before  their 
expiry  date.  I 


Prompted  to  give 
second  thoughts 

I've  had  a  letter  from  a  fan  signing  himself 
as  "One  of  your  readers,  somewhere  in  the 
West  Country"  (actuaUy  Taunton,  if  the 
post  mark  means  anything)  who  criticises 
my  article  on  squashing  potential 
leapfroggers  {C&D  August  2).  He  points 
out  that  any  estate  agent  acts  solely  in  the 
interests  of  his  clients,  and  would  be  laying 
himself  open  to  legal  action  if  he  were  to 
disclose  to  me  or  anyone  else  the  intentions 
of  a  chent  or  potential  purchaser  to  open  a 
pharmacy.  He  doesn't  like  my  use  of  the 
word  "mate"  (ugh!)  either. 

I've  had  to  think  about  it,  and  conclude 
my  critic  is  dead  right.  Thinking  further,  I 
wouldn't  put  any  professional  friend  in  an 
invidious  situation  by  asking  for  such 
information.  But  in  fairness  I  didn't  ask  for 
it  in  the  first  place.  In  the  second,  having 
served  my  particular  community  for  some 
20  years  I  have  apparently  acquired  the 
kind  of  goodwill  which  has  shown  many 
signs  of  consideration  to  me  and  my  family. 

I  take  a  further  point  made  by  the 
writer.  There  may  be  in  what  I  have  said  a 
smug  rehance  on  such  information  coming 
to  hand  at  the  right  time,  which  could 
prove  illusory.  Dead  right  again,  but  do 
you  seriously  think  I  am  sitting  down 
waiting  for  a  tip-off  before  preparing  for 
action?  Of  course  I'm  not.  I've  already 
done  the  groundwork  for  the  campaign  I 
hope  never  to  have  to  wage.  It  doesn't 
really  matter  whether  I  have  advance 
warning  or  not  about  an  imminent  signing. 
Once  we  know  what  is  happening  we  can 
be  in  action  within  days . . .  The  essential 
thing,  so  far  as  I  am  concerned,  is  not  to 
hang  about  wringing  hands  but  to  mobilise 
local  opinion  and  goodwill  in  the  most 
effective  way  to  fight  off  what  could  be  a 
threat  to  the  pharmacies  of  this  area. 

Not  the  same! 

From  which  point  we  come  to  last  week's 
charming  letter  from  David  Roberts, 
chairman,  Dispensing  Doctors' 
Association,  full  of  excited  quotes  from  the 
same  article,  which  asks  what  about 
chemists  threatening  doctor  dispensing? 

Come  off  it! . . .  We're  not  talking  about 
the  same  thing .  When  you  consider  the 
dispensing  doctor's  basic  prescribing  NHS 
salary  will  bring  him  around  £29,000  to 
start  with,  a  sum  fairly  easily  raised  by  at 
least  £2,U00-£3,000  a  year  by  the  addition 
of  visitor  fees,  fees  for  direct 
administration  or  drugs  and  so  forth.  It  is 
on  top  of  this  that  dispensing  income  is 
added.  Assuming  it  is  a  relatively  smadl 


practice  this  addition  is  normally  between 
£4,000-£6,000,  virtually  pure  profit  since 
the  practice  overheads  are  already 
covered  by  the  not  ungenerous  NHS 
practice  allowances. 

Of  course,  the  GPs  are  shrill  in 
protest . . .  I'm  pretty  certain  I  would  be 
myself  if  I  saw  it  going  elsewhere,  but  to 
suggest  it  is  iniquitous  or  will  destroy  the 
viability  of  the  practice  is  nonsense.  There 
are  practices  which  might  truly  be  called 
rural,  out  in  the  sticks  with  maybe  1,000  to 
1,500  patients,  for  whom  dispensing  could 
properly  be  regarded  as  an  essential  part. 
No  pharmacist  is  ever  going  to  threaten 
them. 

But  where  you  have  a  group  practice, 
with  fuU  lists,  established  with  dispensary, 
next  door  to  practising  full-time 
pharmacists  who  have  at  hand  the 
expertise  in  drugs  which  comes  from  a 
university  education,  the  doctor  argument 
in  favour  of  receptionist  dispensing  is  seen 
to  be  based  solely  on  the  shallow  gift  of 
convenience.  A  pharmacy  established 
near  a  dispensing  practice  does  not 
threaten  to  destroy  the  practice,  nor  in  any 
meaningful  way  could  it  be  said  to  erode 
the  doctor's  standard  of  living  to  a  point 
which  could  be  called  uncomfortable.  A 
pharmacy  which  leapfrogs  another  can 
wipe  it  out  in  a  Ungering  humiliating 
defeat. 

Score  points  if  you  want,  Dr  Roberts, 
but  remember  that  in  your  profession  you 
have  an  intrinsic  protection  from  real 
competition  for  patients  because  of  the 
"closed",  "limited",  and  "open" 
classification  of  areas  by  the  DHSS.  Laugh 
at  your  fellow  professionals  in  our 
complementary  profession  if  this  makes 
you  feel  good.  But  to  suggest  the  service  to 
the  community  is  not  immeasurably 
enriched  by  the  availability  of  a  competent 
pharmacist  has  to  be  seen  as  highly 
motivated  chauvinism. 


Over  the  top 

Last  week  we  saw  the  NPA  declaring  its 
aim  to  prove  drug  wastage  is  inevitable 
when  drugs  are  prescribed  for  lengthy 
periods.  It  won't  find  the  task  hard.  Any  of 
the  DUMP  campaigns  which  regularly 
turn  up  half  a  ton  of  disused  drugs  should 
make  the  point.  One  of  the  most  telling 
ways  to  get  it  across  would  be  to  have  the 
Health  Minister  weighed  (hke  the  Aga 
Khan)  in  a  vast  balance  against  the  weight 
of  just  one  DUMP  campaign,  with  the 
value  of  the  wasted  drugs  printed 
underneath.  Every  picture  tells  a 
story . . .  with  a  vengeance!  Suitable 
artwork  would  be  a  doddle,  and  the  dailies 
would  have  a  field  day  if  our  new  PR  teams 
do  their  work  with  any  style. 
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Rimmel  out  on 
the  range 

Rimmel  are  to  segment  their  cosmetics 
business  for  the  first  time  with  the  launch 
of  a  new  range  in  October. 

Ultra  Colour  comprises  three  products 
all  in  the  same  six  shades  and  is  set  to 
chaUenge  Boots'  17  brand.  It  is  aimed  at 
the  experimenting  teenager  and  "her  more 
sophisticated  older  sister  who  has 
developed  more  confidence  in  wearing 
make-up,"  say  Rimmel.  It  will  be  marketed 
separately  from  other  Rimmel  products. 

The  range  comprises  colour  stick 
(£0.99),  a  twist-up  wand  for  use  as  lipstick, 
eyeshadow,  blusher,  shader  or  body  paint; 
mascara  (£0.99),  for  use  on  hair  and 
eyebrows  as  well  as  lashes;  and  nail  colour 
(£0.79).  Colours  are  whitewash, 
orangeade,  greengage,  bluebird, 
blackberry,  and  rosebud. 

A  POS  leaflet  explains  how  to  use  the 
products.  There  are  no  plans  to  advertise 
this  year.  Rimmel  International  Ltd,  17 
Cavendish  Square,  London  WIMOHE. 

Hair  today,  more 
tomorrow 

Haircare  sales  are  still  shackled  to  fashion 
trends.  But  more  consumer  spending 
!  power  will  boost  sales,  especially  in  the 
innovative  sectors. 

This  is  the  conclusion  of  an  MSI 
Database  report  on  haircare  products  in 
the  UK.  Shampoos  will  see  a  three  per  cent 
growth  in  real  terms,  reaching  £125m  sales 
in  1986,  says  the  survey,  and  hairsprays, 
benefitting  from  the  styhng  aids  market, 
will  go  up  19  per  cent  to  £106m.  The 
conditioner  market,  being  less  used  than 
in  other  countries,  has  great  potential,  and 
1986  sales  should  see  a  23  per  cent 
increase  to  £65m.  But  the  colourants  have 
peaked,  say  MSI,  and  will  only  manage  a  6 
per  cent  growth,  to  some  £59m  sales. 

Grocery  multiples  have  made 
"significant  inroads"  in  to  this  market,  and 
own  label  haircare  has  strengthened  their 
foothold.  And  drug  stores  are  picking  up 
sales  from  independent  pharmacies.  Boots 
take  up  34  per  cent  of  the  chemists'  54  per 
cent  share.  But  in  the  shampoo  sector, 
multiple  groceries,  with  36  per  cent,  have 
become  the  major  source  of  purchases. 
Boots  only  manage  19  per  cent  and  other 
pharmacies  are  fourth  in  hne,  behind  the 
drug  stores'  13  per  cent,  with  an  11  per 
cent  share. 

A  rise  in  salon  prices  has  given  home 
hair  care  a  boost,  and  hair  care  products 


now  account  for  about  20  per  cent  of  the 
UK  cosmetics  and  toiletries  market. 

Last  year  saw  manufacturers  changing 
their  strategy  by  reducing  price  cuts  and 
advertising  budgets  to  restore  profit 
margins. 

And  1985's  biggest  spender  on  hair 
care  advertising  was  Elida  Gibbs,  who 
with  a  £10. 7m  spend,  took  up  27.4  per  cent 
of  the  total.  "Hair  care  products,  UK" 
(£35),  MSI  Database,  Marketing 
Strategies  for  Industry  (UK)  Ltd,  32  Mill 
Green  Boad,  Mitcham,  Surrey  CR4  4HY. 


Face  savings 

Thomas  Christy  are  offering  24p  off  tubes 
of  face  pack  during  September,  and  have 
just  acquired  distribution  of  the  Lovable 
fragrance  range.  Thomas  Christy  Ltd, 
Christy  Estate,  North  Lane,  Aldershot, 
Hants  GU124QP. 


Vapona's  fact  file  on  common  household 
pests  is  designed  to  help  consumers  iden- 
tify insects  and  choose  the  correct  product 
to  deal  with  them.  The  file  will  be  offered 
free  of  charge  through  national  media, 
mailed  direct  to  key  women's  groups  and 
supplied  to  teachers  as  an  educational  aid. 
Ashe  Laboratories  Ltd,  Ashetree  Works, 
Kingston  Road,  Leatherhead, '  Surrey 
KT227JZ. 


Cream  Silk 
comeback 

Cream  Silk  conditioner  is  to  be 
relaunched  with  new  packs  and  television 
and  Press  advertising. 

The  new  packs  feature  a  triangular 
design  with  matching  caps  to  differentiate 
the  variants.  Elida  Gibbs  say  the  product 
has  been  reformulated  to  be  easier  to 
apply  and  rinse  out.  A  £2m  Press  and 
television  campaign  will  begin  in 
September,  with  new  advertisements 
building  on  the  "Which  one's  your  type?" 
theme.  Elida  Gibbs  Ltd,  PO  Box  IDY, 
Portman  Square,  London  WIA  IDY. 


On  the  bottle 

Unichem  are  introducing  a  new  125ml 
polycarbonate  feeding  bottle  in 
September  to  their  existing  range  of 
bottles  and  teats. 

Sales  of  125ml  bottles  are  currently 
running  almost  level  with  those  of  250ml 
bottles,  with  many  mothers  giving  their 
babies  drinks  of  unsweetened  fruit  juices, 
as  well  as  milk,  m  a  smaller  bottle,  say 
Unichem. 

The  125ml  —  which  comes  with  a 
standard  teat,  cap,  disc,  and  teat  cover  — 
has  a  wide  neck  and  ounce  divisions 
marked  in  blue.  The  bottle  is  supphed  in 
full-colour  packaging  which  features  the 
latest  safety  warning  for  microwave  oven 
users. 

Normal  trade  price  for  the  125ml  bottle 
will  be  £2.39  for  five,  retailmg  at  £0.76 
each.  During  September  the  bottles  will  be 
available  at  an  introductory  offer  price  of 
£2.03  for  five,  retailing  at  £0.65  each. 
Unichem  Ltd,  Unichem  House,  Cox  Lane, 
Chessington,  Surrey. 


Shapely  soap 

A  125g  Lux  soap  will  be  launched  m  the 
Autumn,  with  a  new  pack  design 
highlighting  its  altered  shape.  A  television 
commercial  will  run  during  September 
and  October.  Lever  Brothers  Ltd,  Port 
Sunlight,  Wirral,  Merseyside  L62  4ZD . 
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Heinz  meanz  two 
more  for  baby 

Heinz  have  produced  two  new  baby  food 
lines:  Savoury  Specials,  and  Fruity  Juice 
desserts. 

Savoury  Specials  are  designed  to  be  a 
second  lighter  meal  of  the  day  for  babies 
aged  three  to  six  months,  served  at  tea- 
time  and  bridging  the  gap  between  full 
meals  and  desserts.  The  five  varieties  — 
cauliflower  cheese,  baked  beans  and 
bacon,  vegetable  and  bacon  risotto, 
macaroni  cheese  and  spaghetti  bolognese 


—  come  in  128g  cans  to  retail  at  the  same 
price  as  other  Heinz  caimed  varieties. 

Fruity  Juice  desserts  for  babies  from 
three  months  old  are  made  from  fruit  in  a 
natural  gel,  say  Heinz,  contain  added 
vitamin  C  and  are  gluten  free  with  no 
added  sugar,  artificial  colour,  flavour  or 
preservative.  The  six  flavours  are  apple, 
pear  and  cherry,  apple  and  orange,  fruit 
salad,  apple  and  banana  and  apple  and 
blackcurrant.  Available  in  128g  jars,  they 
retail  at  the  same  prices  as  other  Heim  jar 
varieties. 

Both  lines  will  feature  in  the  £2m 
national  television  campaign  breaking  in 
the  Autumn,  and  in  medical  and 
mothercraft  Press  advertising.  Product 
sampling  will  be  through  the  Bounty 
weaning  pack  and  the  Heinz  baby  food 
advisory  service  in  clinics.  H.J.  Heinz  Co 
Ltd,  Hayes  Park,  Hayes,  Middlesex. 


TerriflyingI 


Country  Care  Products  are  looking  for 
chemist  outlets  for  their  Terrifly  insect 
repeUent. 

The  product  was  originally  developed 
for  fishermen  and  is  already  sold  in  fishing 
and  camping  shops  and  through  golf 
clubs,  but  managing  director  Peter  King 
has  noted  increasing  interest  from  people 
going  on  holiday  abroad  and  as  a  result  is 
looking  to  expand  distribution  into 
chemists.  Country  Care  Products  Ltd, 
North  Farm,  Brailsford,  Derbyshire. 


BO  to  go? 


The  £62m  deodorant  market  is  expected  to 
grow  around  5  to  6  per  cent  in  1986  and 
much  of  this  growth  is  expected  to  come 
from  male  usage. 

Female  usage  stands  at  around  90  per 
cent,  whereas  the  level  of  daily  or  more 
frequent  use  for  men  is  around  65  per 
cent. 

Stick  products  have  been  the  major 
factor  in  the  recent  expansion  of 
deodorant  use  among  men.  Stick  use  grew 
by  133  per  cent  between  1983  and  '85.  In 
contrast,  the  roll  on  sector  is  showing 
stagnation  and  sales  have  remained  static 
in  the  two  year  period  to  1985. 


The  market  for  body  sprays  has  grown 
from  £3m  in  1980  to  around  £23m  in  1985. 
However,  the  penetration  in  the  15-24  year 
old  target  group  is  as  high  as  80  per  cent. 
"This  suggests  that  the  product  sector  has 
a  strong  future,"  says  the  report. 
Deodorants,  July  1986,  (£35),  Marketing 
Strategies  lor  Industry  (UK)  Ltd,  32  Mill 
Green  Road,  Mitcham,  Surrey  CR4  4HY. 

Snoopy-ing 
around 

Oral  B  are  adding  to  their  children's 
toothbrushes  with  a  range  featuring 
Snoopy  cartoon  characters. 

There  is  a  choice  of  Charhe  Brown, 
Snoopy,  Lucy,  and  Woodstock  brushes, 
each  with  a  compact  brush  head  of  nylon 
filaments  and  an  "easy-grip"  handle.  Two 
merchandisers  are  available,  a  four-dozen 
vac-formed  unit  with  fuU-colour 
headercard,  and  a  six-dozen  unit  with  a 
colour  Snoopy  shelf -barker.  The  tooth 
brushes  retail  at  £0.98.  OralB 
Laboratories  Ltd,  Gatehouse  Road, 
Aylesbury,  Bucks  HP19  3ED. 

IHord  Photo  are  to  introduce  lUocolour 
HR200  110-24,  to  replace  the  100  ASA 
version  sold  previously  and  at  the  same 
price.  lUordLtd,  14  Tottenham  Street, 
London  WIPOAH. 


A  relaunch  — 
tres  Chique 

Yardley  are  to  relaunch  Chique  to 
celebrate  its  tenth  birthday. 

Perfume  (8ml  £7.95)  and  parfum  de 
toilette  spray  (20ml  £5.25,  50ml  £5.99)  will 
be  introduced  to  the  range,  and  along  with 
the  existing  cologne  sprays,  talc  and 
dusting  powder,  will  be  repackaged  in 
red,  grey  and  silver.  Hand  and  body  lotion 
will  still  be  available  but  will  not  be 
repackaged  as  yet.  There  will  also  be  a 
trial  size  parfum  de  toilette  atomiser  (15ml 
£1.55)  in  a  grey  suedette  pouch. 

The  relaunch  will  be  supported  by  a 
£700,000  television  campaign  from 
October  to  December.  Yardley  of  London, 
Miles  Gray  Road,  Basildon,  Essex. 

Bang  the  drum 

Whitehall  Laboratories  are  reintroducing 
the  Anadin  drum  this  month. 

The  96-tablet  drum  was  withdrawn 
during  Summer  1984,  when  the  principal 
packaging  suppher  ceased  its  production. 
It  has  been  re-designed  and  is  made  of 
hard  plastic  with  child  resistant  closures. 
The  new  pack  wiU  feature  at  the 
conclusion  of  future  advertising 
commercials  during  1986.  Whitehall 
Laboratories,  Chenies  Street,  London 
WC1E7ET. 

French  fancy 

Frenchie  Cosmetics  have  added  liphners 
and  new  mascara  colours  to  their  range. 

Gold,  grey,  lilac  and  green  are  the 
new  shades  for  mascara  (£0.99)  and 
lipliners  are  available  in  pink  or  red 
(£0.75).  Frenchie  Cosmetics  Ltd,  500 
Chesham  House,  150  Regent  Street, 
London  W1R5FA. 


Parfums  Rochas  are  offering  a  coff ret  of 
miniatures  of  five  of  their  fragrances  with 
purchases  worth  £25  or  more  from  the 
Mystere  de  Rochas  range,  from  September 
10  while  stocks  last.  Rochas  Perfumes,  28 
Chase  Road,  London  NWIO  6QN. 


W.  Jordan  (Cereals)  Ltd  announce  that  with 
effect  from  1st  August  1986  Dendron  Ltd  ceased  to 
represent  the  company  in  the  chemist  trade. 

The  Directors  of  W.  Jordan  (Cereals)  Ltd  would 
like  to  thank  the  Directors  and  Staff  of  Dendron  Ltd 
for  their  invaluable  support  over  the  years  and  wish 
them  every  success  in  the  future. 


DORMEL"  MINIATURE  FEEDER 

from  John  Dowel!  &  Sons  Ltd  of  Saffron  Walden 


Suppliers  of  the  "Dormel"  Infant  Miniature  Feeder  &  Spare  Latex  Teats  for 
well  over  50  years  —  obtainable  from  the  majority  of  Chemist  Wholesalers. 

Orders  (wholesale  only)  and  enquiries  tO: 
John  Dowell  &  Sons  Ltd,  c/o  R.  Higgs,  264  St  Bamabos  Rood, 
Woodford  Green,  Essex  IG8  7DP.  Phone:  01-504  8718. 
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Bags  of  Beauty 


h-om 


JTor  full  details  of  this 
st\4ishly  co-ordinated  range  of 
delicately  feminine  toiletry  and 
make-up  bags  in  cotton,  designed 
exclusively  tor  Janet  Reger,  please 
contact  Les  Nurse  at 
FRANKEL  &  ROTH  (INT)  LTD 
CHARACTER  PRODUCTS 
Department  CD 

AZ  Old  Brighton  Road  Low-field  Heath 
Crawlev  West  Sussex  Rid  11  OR^ 
•  Telephone:  Crawlev  (0293)  548113 
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A  mousse  in 
the  house  

Elida  Gibbs  are  adding  moisturising  body 
mousse  to  their  Impulse  range. 

The  product  is  being  sold  into  the  trade 
mid  August  and  is  to  appear  in  a  £1 .2m 
television  campaign  planned  for 
October/November.  That  will  be  backed 
by  £300,000  of  direct  marketing  and/or 
national  Press,  say  Elida  Gibbs. 

In  a  similiar  way  to  body  spray,  the 
mousse  is  to  be  promoted  as  having  a  dual 
benefit  —  fragrance  plus  moisturiser. 

Research  shows  the  mousse  will  be  a 
frequent  purchase  product  and  Elida 
Gibbs  predict  sales  worth  £5m  at  rsp  in  the 
first  year.  The  company  is  confident  the 
body  mousse  will  not  cannibalise  the  body 
spray  sector  —  it  is  predicted  that  only 
about  6  per  cent  of  the  mousses  volume 
sales  will  come  from  body  spray. 

Impulse  body  mousse  is  being 
launched  in  four  variants:  gypsy,  hint  of 
musk,  chic  and  impressions.  The  100ml 
aerosol  cans  have  a  recommended  retail 
price  of  £1.69  and  limited  supphes  of  a 
50ml  sample  can  will  be  available  during 
the  launch  period  for  £0.49,  say  EJida 
Gihbs  Ltd,  PO  Box  IDY,  Portman  Square, 
London  WIA  IDY. 

For  baby  —  or 
mum?  

Adult  usage  of  many  baby  toiletries  is  high 
but  Mintel  predicts  a  change  in  adult/baby 
usage  ratio  over  the  next  decade  as  the 
number  of  babies  is  expected  to  rise  by  14 
per  cent. 

Mintel's  "baby  toiletries"  report  also 
says  Boots — the  traditional  outlet  for  baby 
toiletries — could  be  threatened  by 
groceries. 

The  whole  market  is  expected  to  be 
worth  £69m  at  rsp  this  year  compared  with 
£65m  last  year.  About  one  third  of  those 
sales  are  for  adult  use,  say  Mintel. 

Baby  wipes  have  been  the  best 
performer  recently  with  sales  equalling 
those  of  talcum  powder  at  £12m  at  rsp  last 


year.  This  year  baby  wipes  are  predicted 
to  be  the  biggest  selling  sector  in  the  baby 
toiletries  market  at  £15m  with  talcum 
pc^wder  at  £12m. 

Johnson  &  Johnson  continue  to 
dominate  with  33  per  cent  of  sales  by  value 
overall.  Boots  are  second  with  16  per  cent 
and  own  label  accounts  for  around  12  per 
cent. 

J&J's  success  is  attributed  partly  to  the 
fact  that  the  company  offers  a  complete 
range  of  toiletries  and  Mintel  expect 
Cussons  to  benefit  from  the  trend  of 
consumers  buying  from  a  co-ordinated 
range  of  products. 

Baby  toiletries  are  bought  mainly  from 
Boots  (55  per  cent  by  value)  followed  by 
grocery  multiples  (24  per  cent)  and  other 
chemists  (15  per  cent). 

Mintel  conclude  that  the  market  would 
probably  grow  faster  if  there  was  more 
branded  competition  "rather  than  just  one 
company  left  to  promote  its  brands  and 
thus  the  market  as  a  whole,  to  the 
consumers".  "Baby  toiletries".  Market 
Intelligence,  August  1986  from  Mintel 
Publications  Ltd,  KAE  House,  7  Arundel 
Street,  London  WC2R3DR. 


A  special  case 

During  September  Independent  Chemists 
Marketing  Ltd  are  giving  retailers  a  free 
briefcase  worth  £29.95  with  every  £200  of 
surgical  dressings  purchased.  They  are 
also  continuing  the  Edinburgh  Crystal 
glassware  incentive  on  Nuwarm  hot  water 
bottles,  and  a  Konica  E180  VHS  video  tape 
IS  being  given  away  with  every  six  cases  of 
Nusoft  tissues,  kitcjien  towels  and  Hanx 
Mansize  tissues. 

A  free  merchandiser  plus  the  previous 
month's  deal  is  offered  on  Numark 
medicines.  Numark  shampoos  will  contain 
20  per  cent  extra  free  and  Numark 
conditioners  25  per  cent  extra  free — 
Nusoft  nail  polish  remover  will  also  contain 
20  per  cent  extra  free. 

Consumer  savings  are  offered  on:  Nusofl  terry 
nappies;  Nusoft  all-in-one  toddler;  Nusoft  all-in-one 
childsize;  Nusoft  medicated  nappy  liners  and  baby 
wipes;  Nusoft  baby  powder,  baby  oil,  nappy  clean, 
pull-on-pants,  cold  cream,  bath  sponges  and  Sunpure 
honey;  Nusoft  baby  shampoo;  Nusoft  baby  lotion, 
double  strength  sterilising  liquid,  toilet  and  triple 
sponges;  Nusoft  baby  cream  and  marble  sponges; 
Nusoft  kitchen  towels,  and  baby  powder;  Nusoft  baby 
bath  and  slim  towels;  Hanx  Mansize  tissues,  Nusoft 
cotton  buds  and  baby  sponges;  Nusoft  tissues  and 
panty  liners. 

Bonuses  are  offered  on  the  above  lines, 
tablet  cartons  and  the  following  Nucross 
packed  goods:  Codeine  linctus.  Gees 
linctus,  bronchial  catarrh  syrup, 
glycerine/lemon/honey  -I-  ipec,  menthol 
eucalyptus  inhalation  and  paracetamol. 
Independent  Chemists  Marketing  Ltd,  51 
Boreham  Road,  Warminster,  Wilts. 


Aquafresh 
crosses  the  road 

Beecham  Toiletries  are  linking  their 
Aquafresh  3  toothpaste  to  two  road  safety 
campaigns — European  Road  Safety  Year 
and  the  Green  Cross  code  campaign — 
with  an  advertising  spend  of  £3. 7m. 

An  on-pack  offer  is  flashed  on  twin 
packs  of  2x50ml  (large)  and  2xl25ml 
(giant)  tubes  of  Aquafresh  3.  Purchasers 
can  apply  for  free  road  safety  kits 
including  reflective  stickers,  arm  bands 
and  tips  on  road  safety  with  further 
discount  offers  on  other  road  safety 
garments.  The  giant  packs  have  an 
"instant  giveaway"  of  a  reflective  sticker  in 
every  pack.  Aquafresh  3  will  be  supported 
with  an  advertising  spend  of  £1.5m  in  1986 
with  £y4m  bursts  in  August  to  feature 
cyclists  while  the  September/October 
campaign  has  the  theme  "Teenagers  on 
the  road".  Beecham  Toiletries,  Beecham 
House,  Great  West  Road,  Brentford, 
Middlesex  TW8  9BD. 


New  packs  for  Sucron  sweetener 
emphasise  that  the  product  contains  a 
quarter  of  the  calories  of  sugar,  and  offer  a 
free  copy  of  the  Sucron  recipe  book. 
Sucron  will  be  advertised  in  a  £250,000 
women's  Press  campaign  running  until 
September.  Ashe  Consumer  Products  Ltd, 
Ashe4ree  Works,  Kingston  Road 
Leatherhead,  Surrey  KT22  7 JZ. 


Anyone  for  Lace? 

The  Lace  Collection  from  The  Perfume 
Factory  is  looking  to  expand  out  of 
department  stores,  gift  shops  and  Boots 
into  independent  chemists. 

The  range  comprises  perfumed  drawer 
liners,  stationery,  cushions,  sachets, 
soaps,  bath  beads  and  pot  pourri  in  pastel 
coloured  packaging  with  lace  designs. 
The  Perlume  Factory  Ltd,  Unit  C2, 
Sandown  Industrial  Park,  Royal  Mills,  Mill 
Road,  Esher,  Surrey. 
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By  2S4 


"I  had  heard  of  retits 
taking  weeks,  we  did  it  in 
a  weekend 

First  impressions,  were  a 
feeling  of  space,  continuity 
of  stock  (many  customers 
thought  we  were  carrying  new 
lines")  and  a  bright,  clean 
atmosphere 

There  is  now  a  definite  customer 
flow,  vision  greater  and  more 
importantly  sales  and  profit  up" 

KALMAK,  LONDON  SEl 


Effective  layout  Attractive  Displays 
and  the  Right  Environment  can  be 
achieved  by  a  Professional  Refit 
leading  to  increased  sales,  increased 
profit 

Beanstalk  have  over  35  years  of  retail 
experience  and  a  professionally  trained, 
national  network  of  sales  consultants  able 
to  offer  you  advice.  Contact  Beanstalk  now 
and  take  this  opportunity  of  increasing  your 
profit 


Leasing  available. 


Telephone,  H  O  (0243)788111,  Northem 

061  834  8807,  Scotland  035  52  20691, 

or  send  off  the  coupon  for  our  full  colour  brochure. 


Beanstalk  Limited,  Freepost,  Chichester,  West  Sussex  P019  2BR 


Hi 


COUNTERPOINTS 


Michaeljohn  take 
hair  to  the  City 

Michaeljohn  are  launching  the  City 
haircare  range,  aimed  at  attracting 
consumers  away  from  "country"  hair 
preparations  with  floral  and  fruity 
ingredients. 

The  range  is  based  on  clay  and 
silicone,  with  "high-tech"  look  packaging. 
Products  are:  shampoo  and  conditioner  in 
normal/dry  and  normal/oily  variants  (both 
250ml  £  1 . 99) ;  ArgiUa  clay  shampoo 
(250ml  £1 .99);  clay  hair  &  scalp  treatment 
(360ml  £2.49);  City  Slicker  (150ml  £1.49); 
sculpture  lotion  (250ml  £1.79)  and  silicone 
gel  (150ml  £1.49). 

A  £60,000  women's  Press  campaign  is 
planned  for  October/November,  and 
advertisements  may  also  appear  on  the 
London  Underground.  Michaeljohn,  23a 
Albemarle  Street,  London  W1X3HA 


PRESCRIFTIOh 


Platosin  inj 


Manufacturer  Ferring  Pharmaceuticals 
Ltd,  11  Mount  Road,  Feltham,  Middx 
TW13  6JG. 

Description  Vials  of  10,  25  or  50mg 
cisplatm  m  freeze-dried  powder  form,  or 
as  a  solution  for  injection  0.5mg/ml 
Uses,  dosage,  side-effects  etc  As  for  other 
cisplatm  products 

Supply  restrictions  Prescription  only 
Packs  Freeze-dned  vials  lOmg  (£2.76 
trade)  25mg  (£6.90)  and  50mg  (£12.64); 
solution  lOmg  m  20ml  (£2.98)  and  50mg  in 
100ml  (£12.70) 

Product  Licence  Freeze-dned  3194/0016 

Solution  3194/0022 
Distributor  Nordic  Pharmaceuticals  Ltd, 
address  as  above 
Issued  August  1986 

Pharmax  have  reintroduced  their 
Beogex  adult  suppositories,  following  their 
reinstatement  to  the  NHS  prescribable  list. 
Beogex  are  available  m  a  new  pack  of  12 
suppositories  (£2.30  trade).  Pharmax  Ltd, 
Bourne  Road,  Bexley,  Kent  DAS  INX. 
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ON  TV 
NEXT  WEEK 


GTVGii 


CCerlial 
CTV  Channel  Isl 

LWT  London  Weekend  TTV  Thames  Tel. 

C4  Channel  4  Bl  TV-am 


U  Ulster 
G  Granada 
A Angha 
TSW  South  West 


STVScolland 
(cenlral) 
Y  Yorkshire 
HTV  Wales  S  We 
TVS  South 
TT  TyneTees 


Amplex:  C,TVS,LWT,TTV,C4,Bt 
Anadin:    '  AH  areas 

Arret:  G,C,TTV 
Body  Check  for  men:  GTV,STV,G,Y 
Body  Mist:  GTV,U,STV,B,A,TSW,TTV 
Dentu-creme  and  Dentu-hold:  AH  areas 

Dulcolax:  HTV,  TSW 

Farley's  Breakfast  Timers:  Bt 
Germolene  2:  All  areas 

Grecian  2000:  C,TSW,TVS 
Immac  Dancer:  STV 
Imperial  Leather:  All  areas 

lordan  toothbrushes:  AH  areas 

Lady  Grecian  20(K):  C,TSW,TVS,TTV 
Listerine:  All  areas 


Malibu:  All  areas 

Murine:  C4(LWT) 
Odor  Eaters:  STV,G,C,A,TVS,TTV,TT 
Odor  Eaters  Trainer  Tamers; 

GTV,STV,G,C,A,HTV,TVS,TTV 
Optrex:  All  areas 

Oxy:  AH  areas 

Peaudouce  Babyslips  Bt 
Robinson's  high  juice  squash: 

GTV,U,B,G,HTV,TSW,TTV 

Setlers:  AH  areas 

Seven  Seas:  GTV,STV,Y,HTV,LWT,TTV,TT 
Signal:  AH  areas 

Simplicity:  AH  areas 

Silkience  Style  Set:  AH  areas 

Super  Polygrip:  AH  areas 

Sweetex:  GTV,STV,G,Y,C,HTV,TVS,LWT,rrV 
Ulay:  U,STV,G,Y,C,HTV,CTV, 
TSW,TVS,LWT,TTV,TT,C4,Bt 
G,Y 
AH  arecis 
U,B,G,TSW,TT,C4 
AH  areas,  C4 


Veganin: 
Vidal  Sassoon: 
Vosene: 

Vosene  Frequent  Wash: 


For  sore  eyes 

J.B.  Fashions  retail  optical  suppliers  have 
set  up  a  new  division  to  distribute  contact 
lens  solutions  and  related  eye  care 
products. 

The  company  will  give  a  5  per  cent 
discount  on  orders  of  three  dozen  assorted 
products  and  over,  and  offers  free  24-hour 
delivery  in  London  and  most  of  the  Home 


PECIALITIES 


Dylade  have  introduced  Fresubin  sip  and 

tube  feed  which,  they  say,  meets  all 
nutritional  requirements  for  essential 
ammo-acids,  vitamins,  minerals  and  trace- 
elements.  It  is  gluten  and  purine  free,  and 
virtually  free  from  cholesterol  and  lactose. 
Fresubin  has  a  calorific  content  of  4.2  KJ 
per  ml  (1  Kcal/ml),  and  is  recommended 
for  supplemental  or  total  nutrition  in  all 
cases  of  impaired  food  intake,  provided  no 
severe  malabsorption  syndromes  are 
present.  In  addition  it  can  be  administered 
where  a  residue-free  diet  is  required  to 
reduce  intestinal  content. 

Fresubin  is  contraindicated  in  all 
conditions  which  do  not  permit  enteral 
feeding,  and  in  serious  malabsorption 
syndromes.  It  is  available  in  peach  and  nut 
flavours  (500ml,  £1.15)  and  vanilla  and 
chocolate  (200ml  carton  with  straw,  £0.50), 
and  has  been  approved  by  the  Advisory 
Committee  on  Borderline  Substances  for 
supply  on  FPIO.  An  information  booklet 
with  full  details  of  the  product  is  available 
from  Dylade  Co  Ltd,  50  Brindley  Road, 
Astmoor  Industrial  Estate,  Runcorn, 
Cheshire  WA71PG. 


Counties,  and  free  postage,  either  by  first 
class  post  for  small  orders  or  by  carrier  for 
larger  orders. 

A  promotional  package  supports  the 
launch  and  will  continue  to  be  a  feature  of 
this  new  division.  For  the  first  two  months, 
Coopervision  and  Contactasol  will  be 
promoted  with  free  extra  solution,  lens 
storage  cases  and  bags,  followed  by  offers 
on  AUergan  and  Alcon. 

The  launch  package  also  offers  three 
nights'  free  accommodation  for  two  at  a 
choice  of  over  600  hotels  in  the  UK, 
Ireland  and  Europe  with  an  order  value  of 
£300.  One  extra  night  is  offered  for  each 
additional  or  order  worth  £100  or  more. 
J.B.  Fashions  (Solutions Division),  24 
Railway  Approach,  WeaJdstone,  Harrow, 
MiddxHASSBL. 


Hair  bears  

Youngsley  are  launching  a  range  of 
children's  haircare  sets  featuring  the  Care 
Bears. 

The  products  range  from  a  carded 
comb  and  mirror  (£0.49)  to  a  travel  set  of 
mug,  hairbrush,  soap  holder  and  comb  in 
a  transparent  carrying  case  (£3.25). 
Youngsley  Ltd,  96a  London  Road, 
Southend-on-Sea,  Essex  SSI  IPG. 


Disprol  re-pack 

Junior  Disprol  has  been  repackaged  to 
emphasise  the  paracetamol  formulation 
and  the  sword  and  circle  emblem.  The 
product  will  be  advertised  in  the  women's 
press  until  December.  Reckitt  and  Colman 
Products  Ltd,  Pharmaceutical  Division, 
Dansom  Lane,  Hull  HU8  7DS. 
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It  has  to  be  Family  Choice.  Only  we  offer  the  value- 
for-money  products  that  bring  customers  pouring  into 
independent  retailers'  stores. 

For  instance,  look  at  the  quality  of  our  coiletries 
selection. There's  soap,  toilet  rolls,  three  types  of 
bubble  bath,  three  conditioners,  and  four  shampoos. 

While  for  you.  Family  Choice  offers  just  about  the 
best  PORs  in  the  trade. 

But  that's  only  the  start.  There  are  now  over  220 


Family  Choice  products  giving  good  value  alternatives 
to  all  the  major  brands. 

And  with  outstanding  new  pack  designs  backec 
by  exciting  promotional  activities,  Family  Choice  hasi 
fast  become  first  choice  for  millions  of  shoppers. 

So  make  sure  you're  ready  to  clean  up  with  this] 
increasing  demand.  Stock  up  today  with  the  Family 
Choice  toiletries  selection  from  your  local  Booker  Cash] 
and  Carry. 


Also  available  from  Booker  Food  Services  at  competitive,  delivered  prices. 


BOOKER 


The  bathcare  market  is  for  from  going  down  the  plughole.  The  increase  in  personal  hygiene 
looks  set  to  continue  throughout  the  decade.  And  bathing  has  come  to  be  regarded  as  a  means 
of  relaxation  as  well  as  a  cleansing  operation.  Consumers  are  choosing  products  not  just  for 
their  use  but  also  to  enhance  the  overall  ambience  of  the  bathroom. 


Market  analysts  SDC  estimate  the 
market  to  be  worth  £67m*,  showing  a 
growth  of  11  per  cent.  In  contrast,  umt  value 
IS  virtually  static  at  74  million,  showing  the 
general  trading  up  taking  place  in  the 
market. 

The  growing  importance  of  premium 
products  is  good  news  for  pharmacies  which 
companies  see  as  the  ideal  selling 
environment  for  these  bath  products.  It  is 
one  area  where  the  chemist  can  successfully 
compete  against  grocery. 

Not  surprisingly  in  the  bath  additives 
area,  foams  make  the  biggest  splash  with  a 
63  per  cent  share,  up  11  per  cent  on  last 
year.  An  interesting  development  is  the 
growth  in  moisturing  products,  such  as  the 
Radox  Moisturising  range  launched  last 
year.  And  the  market  looks  set  for  more 
products  of  this  type. 

The  most  outstanding  growth,  however, 
has  come  from  shower  products  which  last 
year  recorded  a  sterling  growth  rate  of  50 
per  cent  to  take  12  per  cent  of  the  bath 
additive  market.  Britam  is  slowly  catching  up 
with  continental  Europe  where  showermg  is 
far  more  popular  than  taking  a  bath.  The 
"sports  for  all"  philosophy  which  has  swept 
across  Britain  in  the  last  decade  has  done 
much  to  mcrease  the  mcidence  of  showering 
outside  of  the  home  environment. 

Products  which  are  not  doing  so  well  are 
bath  oils  and  creams  representing  12  per 
cent  of  the  market.  Oils  up  till  now  have  had 
a  fairly  "old-age"  profile  but  manufacturers, 
m  a  bid  to  boost  flagging  sales,  are  re- 
targettmg  products.  Hence  the  mtroduction 
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of  the  avantgarde  variant  to  the  Fenjal  range 
directed  at  the  under-25  consumer,  and  the 
launch  of  Nicholas  Laboratories'  Kinu  Shima 
range  this  month.  Talcum  powder  too  is  a 
product  area  in  decline  —  its  popularity 
remains  largely  with  older  people.  And 
tablet  soaps  have  suffered  with  the  recent 
mtroduction  of  hquid  soaps  and  shower  gels. 
Moisturisers  and  cleansers  have  also 
contributed  to  their  decline  with  more 
women  aware  of  the  importance  of  a  cleamse, 
tone  and  moisturise  skincare  regime. 


Strength  of  private  label 

It  IS  at  the  expense  of  the  conventional  bath 
products  like  tablet  soap  that  the  bath 
additive  market  is  growing.  And 
manufacturers  have  not  been  slow  to  realise 
this  potential. 

Proctor  &  Gamble  with  Camay  look  set 
to  introduce  extensions  mto  the  bath  additive 
area  shortly,  and  Colgate  have  recently 
launched  two  bath  foams  and  shower  gels 
under  the  Palmolive  umbrella. 

Market  conditions  look  ripe  for  growth 
with  current  bath  additive  penetration  low  at 
only  one  in  five  consumers  purchasing.  But 
living  standards  are  improving  all  the  time 
and  one  in  three  houses  now  have  a  shower 
and  bath.  The  recent  changes  in  lifestyle, 
with  more  people  participating  m  sports,  is 
all  good  news  for  the  marketing  men.  But 
manufacturers  bent  on  new  innovations  are 
forecasting  that  the  next  biggest  growth  area 
wiU  come  from  young,  affluent  girls  looking 
for  premium-priced  luxury  goods. 


Although  in  unit  terms  independent 
chemists  sales  are  growing  faster  than  other 
outlets,  their  share  of  the  market  is  a  modest 
8  per  cent.  Competition  from  Boots,  grocery 
and  private  label  —  in  particular  Marks  and 
Spencer  —  is  very  strong.  Private  label 
products  have  a  £21m  share  of  the  market  (32 
per  cent)  and  are  growing  at  12  per  cent, 
while  in  unit  terms  they  represent  37  per 
cent. 

On  a  happier  note,  however,  chemist's 
own  label  goods  are  very  strong.  Although 
worth  only  £2m,  chemist  own  label  is 
growing  at  a  rate  of  26  per  cent. 

Colin  Hession,  sales  and  marketing 
director  of  Cussons,  says  "chemists  are  not 
exploiting  the  opportunities  enough  and 
seem  unaware  of  the  speed  at  which  the 
bathcare  market  is  growing.  But  it's  not  too 
late  to  start.  In  particular  chemists  should  be 
promoting  the  premium-priced  shower 
products  which  are  showing  phenomenal 
growth.  It  is  hopeless  even  trying  to  compete 
with  grocery  when  so  many  are  price  cutting 
so  heavily.  And  anyway  with  the  strong 
brands  there  is  less  need  to  price  cut  m  order 
for  the  product  to  sell". 

One  area  in  which  the  chemist  can 
improve  his  sales  performance  is  to  be  aware 
of  the  growing  importance  of  after-bath  and 
shower  products  such  as  body  lotions  and 
creams.  An  attractive  "bathroom"  display 
could  be  made  by  merchandising  these 
products  with  the  more  conventional  bath 
products. 


*  All  tigures  SDC  lor  year  ending  April  1986 
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^  Runaway  sales  figures  for  the  most  successful  Radox  launch  ever! 
New  Lilac  Blossom  fragrance  adds  to  the  success  story. 
Just  out  -  Hand  and  Body  Lotion. 

Highly  visible  press  advertising  is  out  now  and  will  keep  it  riding 
high  through  to  October. 

^  "Highwaywoman"  TV  ad  rolls  out  again  this  Autumn. 

Snatch  your  chance  to  stock  up  now! 

Radox  Moisturising  Collection. 


Nicholas  launch 
looks  to  Japan 


Nicholas  Laboratories  are 
poised  to  break  into  the 
premium-price  sector  of  the 
bath  toiletries  market  with  the 
introduction  of  a  Japanese- 
orientated  range  called  Kinu 
Shima. 

A two-product  range  comprising  foam 
bath  and  oil  in  three  variants,  Kmu 
Shima  represents  Nicholas'  aim  to  dominate 
the  bath  oil  sector  —  the  only  one  m  which 
the  company  doesn't  claim  to  be  brand 
leader.  It  is  their  first  aduh  bath  range  not  to 
be  marketed  under  the  Radox  brand  name. 

"We  have  a  60  per  cent  share  in  salts,  15 
per  cent  in  hqnids  and  16  per  cent  m  shower 
gels  representing  an  overall  20  per  cent 
share  of  the  market,"  says  group  product 
manager  John  Cannon. 

"The  bath  oil  market  is  traditionally  one 
with  a  high  age  profile,  appealing  to  ladies  of 
45-plus.  Kinu-Shima  is  designed  to  attract  a 
much  younger  user  than  say  Fenjal  and 
Badedas.  It  has  two  main  product 
advantages  over  others  on  the  market.  Firstly 
it  does  not  leave  a  rim  round  the  bath  after 
use  and  secondly,  through  a  water  soluble 
dye  system,  it  gives  coloured  bath  water," 
says  Mr  Cannon. 

The  foam  bath  will  retail  at  £2.99  and  the 
oil  at  £3.49  for  225ml  size  bottles,  and  each  is 
available  in  three  fragrances  and  colours  — 
lagoon,  coral  and  jade.  If  the  range  sells 
well,  further  extensions  are  planned. 

The  Japanese  name  Kinu  Shima, 
meaning  "island  of  silk",  was  chosen  to  give 
the  brand  an  oriental,  mystical  quality,  and 
reflects  the  fact  that  all  the  products  contain 
silk.  "If  the  name  had  been  too  English  it 
wouldn't  have  given  a  flavour  of  the  Orient," 
says  Mr  Cannon.  "And  though  the  Radox 
name  is  synonymous  with  bath  additives,  it 
does  not  lend  itself  to  a  luxury  product." 

Nicholas  are  determined  that  the  range 
will  not  be  forgotten  by  consumers  come 
January  1,  and  are  therefore  promising  all- 
year  round  support  Immediate  plans  are  to 
support  the  range  in  the  three  months  before 
Christmas  with  a  £150,000  women's  Press 
campaign.  The  advertisement  will  feature 
the  Japanese  ritual  of  bathing  in  communal 
baths. 

The  company  is  hoping  for  distribution 
of  around  70  per  cent  of  independent 
chemists.  A  launch  pack  designed 
specifically  for  the  chemist  consists  of  a  unit 


m  a  "geisha  house"  style  holding  12 
products. 

"When  Kinu  Shima  arrives  on-shelf  on 
September  1,  Nicholas  Laboratories  will  be 
represented  in  all  three  sectors  —  mass 
market,  middle  and  premium  —  of  the 
bathcare  market,"  says  Mr  Cannon. 

The  company  made  their  first  main  move 
into  the  upper  mass  market  area  last  year 
with  the  Radox  moisturising  range  designed 
to  appeal  to  the  younger,  female  consumer. 
Far  from  cannibalising  sales  from  the 
traditional  Radox  products,  it  is  said  to  have 
increased  awareness  of  the  brand.  "Radox 
herbal  bath  is  growing  at  20  per  cent  and,  as 
such,  is  in  the  top  three  fastest  growing 
ranges". 

Last  month  the  company  extended  the 
Radox  moisturising  range  with  the  addition 
of  hand  and  body  lotion.  Available  in  four 
fragrances  it  comes  in  a  pump  dispenser 
bottle.  A  new  variant,  lilac  blossom,  was 
added  to  the  moisturising  foam  bath,  shower 
creme  and  liquid  soap. 

Radox  Showerfresh  is  said  to  be  brand 
leader  in  its  sector,  but  Nicholas  are  not 
resting  on  their  laurels.  Seven  years  on,  the 
company  has  revived  its  award-winning 
series  of  radio  commercials  —  featuring 
Peter  Cook  and  Dudley  Moore. 

The  new  campaign,  featuring  among 
others  the  "green  bat"  advertisement,  is 
running  until  the  end  of  the  month  on  ILR 
stations  in  the  Midlands  and  the  South  as 
well  as  on  London's  Capital  Radio.  The 


Nicholas  Laboratories  are  next  month 
introducing  the  Kinu  Shima  bath  oil  and 
foam  range  into  the  premium-priced 
sector.  Bath  oils  have  traditionally  been 
targetted  at  the  older  woman  but  the 
Nicholas  range  is  designed  to  appeal  to  a 
much  younger  user.  They  are  determined 
that  Kimu  Shima  will  not  become  just  a 
Christmas  line  and  are  promising  aU  year 
round  "heavy"  support.  Launched  this 
month  is  Radox  shower  mousse.  A  self- 
foaming  product,  it  is  said  to  be  more 
economical  than  most  shower  creams  or 
gels.  It  win  retail  between  £1.40  and  £1.50 
for  a  150ml  can 


campaign  coincides  with  the  time  of  year 
when  shower  product  sales  are  said  to 
double. 

"Showergels  have  been  around  for  about 
ten  years  and  their  advantages  are  obvious 
but  since  their  introduction  there  have  been 
few  innovations,"  explains  Mr  Cannon.  This 
month  sees  an  addition  to  the  Radox  range  in 
that  highly  developed  product  type  —  the 
mousse.  Radox  shower  mousse  is  entering 
the  market  with  the  main  selling  proposition 
that  no  flannel  or  sponge  is  needed  as  it  is  a 
self-foaming  product.  Available  in  a  150ml 
can  it  will  retail  between  £1.40  and  £1.50. 
Enough  for  70  applications,  it  is  said  to  be  far 
more  economical  than  most  shower  creams 
or  gels. 

Packaging  for  the  product  has  a  unisex 
appeal  but  Nicholas  feel  that  the  main  users, 
at  least  initially,  will  be  young  females.  It  is 
available  in  three  variants  —  azure,  calypso 
and  boulevarde  and  the  pastel  coloured 
foams  are  colour  co-ordinated  with  the 
stronger-coloured  cans. 

Nicholas  are  the  first  to  launch  a  product 
of  this  type  in  the  UK.  However,  Elida  Gibbs 
have  a  similar  product  under  the  Impulse 
brand  name  on  sale  in  Germany. 

Radox  shower  mousse  is  to  be  supported 
with  an  £80,000  women's  Press  campaign 
during  the  last  quarter  of  the  year. 

Television  advertising  for  Nicholas's  Matey 
range  is  also  running  throughout  August. 
Launched  20  years  ago,  it  is  said  to  have 
captured  90  per  cent  of  the  children's  bath 
additive  market.  In  total  Nicholas  are 
spending  £3m  on  advertising  Radox  and 
Matey  brands  this  year. 

Nicholas  have  this  year  concentrated  on 
introducing  the  Radox  brand  to  new  export  , 
markets,    including   Canada,  Belgium, 
Holland  and  Scandinavia.  Future  plans 
include  entering  the  American  market. 
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Order  of  the  bath 


Did  you  know  that  women  bathe  more  often 
than  men  or  that  one  in  eight  aduHs  claim 
never  to  bath  nowadays:  they  shower  instead. 
Or  that  nearly  one  million  people  bath 
without  soap  —  using,  one  hopes,  other 
cleansers! 

These  are  the  findings  of  a  survey  carried 
out  by  Cussons  who  found  that  60  per  cent  of 
women  bathe  either  daily  or  every  other  day, 
while  only  45  per  cent  of  men  do.  One  third 
of  all  men  bath  just  once  or  twice  a  week. 
The  younger  the  adult  the  more  baths  they 
take.  Housewives  and  students  are  the 
biggest  bathers,  averaging  four  baths  a  week 
against  a  national  average  of  three  and  a 
half. 

Wednesday  is  Britain's  favourite  bath  day 
with  over  49  per  cent  of  the  population 
taking  a  dip.  And  the  bathroom  is  most 
congested  late  evening,  after  8pm. 

Though  men  don't  take  the  plunge  as 
often  as  women,  once  they  are  in  the  bath 
they  tend  to  stay  in  longer  —  on  average  26 
minutes  against  women's  24.  Baths  unlike 
showers  are  a  place  for  relaxation,  not  just 
cleanliness.  Around  85  per  cent  of  people 


•  •• 

spend  over  ten  minutes  bathing  and  nearly 
half  over  20  minutes.  In  other  words  many 
people  spend  over  a  year  of  their  lives  m  the 
bath! 

Showering  at  home  and,  indeed  from 
home,  is  definitely  on  the  increase  with  a 
strong  bias  towards  men.  Some  52  per  cent 
of  men  claim  to  shower  at  home  compared  to 
48  per  cent  of  women. 

All  this  adds  up  to  the  average  person 
using  eight  bars  of  soap  a  year.  And  the 
retailer  can  do  a  lot  to  ensure  that  those  eight 
bars  are  bought  from  his  shop. 


Jean   So^elle  are  introducing  a  new 

bathcare  range  called  Lilies  -  their  S 

every  economy  range. 

The  range  comes  in  three  fragrances 

wa^srfem,  waterllower  and  waterchestnui 
and  IS  presented  in  a  waterlilies  design  in 
soft  pastels  of  green,  pink  and  beige  ?he 

125g,  £0^49),  shampoo  (200ml,  £0  99) 
ioam  bath  (300ml  £1  15)  ^u'  '\ 
(2'yn-m]  fi  ic\  Shower  gel 

(250ml,  £1.15),  and  talcum  powder  (lOOg, 


Alberto  enter  market 

Breaking  into  the  bathcare  market  for  the 
first  time  are  Alberto  Culver,  with  the 
launch  this  month  of  two  premium  pro- 
ducts under  the  Natural  Silk  umbrella. 

Both  the  products  —  foam  bath  (400ml, 
£2.95)  and  moisturising  bath  cream 
(250ml,  £2.95)  are  said  to  contain  real  silk. 

The  company  sees  the  chemist  as  an 
ideal  seUing  environment  for  the  consumer 
to  browse  for  more  indulgent  premium 
purchases.  "Our  experience  with  Natural 
Silk  shampoo  has  been  that  the  strongest 
value  brand  share  has  been  recorded 
among  handlers  in  the  independent  phar- 
macy sector,  Alberto  say." 

For  the  first  time  a  Natural  Silk  advertis- 
ing campaign  will  be  shown  on  television. 
Starting  m  Autumn,  a  PAm  television  cam- 
paign will  appear  echoing  the  "Out  of  the 
Orient"  theme  of  Press  advertising. 


^Zyma 


Look  no  further 

)  for  the  relief  of  conjunctivitis 
due  to  hay  fever, 
irritating  smoke  or  dust 

OTRIVINEANTISTIN 

xylometazoline  hydrochloride,  antazoline  sulphate 

Sterile  eye  drops 

A  Pharmacy  Sale  only  product 
/yma  (UK)  Limited,  Alderley  Fdge,  Cheshire  SK9  7XP    Detailed  information  will  be  sent  on  request 


BATHCARE 


Company's  bathing  beauties 


This  being  the  season  when 
sales  of  shower  and  bath 
products  almost  double,  manu- 
facturers are  concentrating 
their  efforts  on  advertising  and 
promotion.  And  cautious  retail- 
ers need  not  worry  if  any  pro- 
ducts should  be  left  on  the  shelf 
after  Summer  has  departed,  as 
bath  products  have  long  been 
regarded  as  excellent 
Christmas  presents. 

Neutrogena:  a  space  saving  counter  display 
stand,  containing  the  four  most  popular  for- 
mulas, mcludmg  the  unscented  original  for- 
mula, has  been  introduced  by  LRC.  An  "at- 
tractive" wholesale  offer,  as  well  as  a  display 
bonus,  is  available. 

Woods  of  Windsor:  New  point-of-sale 
material  is  to  be  introduced  including  a 
floral  display  unit.  A  new  merchandiser  unit 
contains  all  the  travel  miniatures  in  all 
fragrances  including  Woods  of  Windsor  for 
Gentlemen.  1986  has  seen  the  extension  of 
the  Wild  Orchid  and  Forget-me-Not 
fragrances  into  complete  ranges,  and  the  m- 
troduction  of  the  Rondaletia  fragrance 
which  includes  a  bath  oil,  body  milk  and 
soap. 

Faith  Products:  The  newly  packaged  bath 
products,  including  soap  and  essential  body 
oil,  are  to  be  supported  by  an  advertising 
campaign  from  October  to  January  in  Here's 
Health,  New  Health  and  Green  Cuisine. 
Johnson  8f  lohnson:  Johnson's  baby  soap  is 
being  promoted  via  a  samphng  programme 
through  Bounty  mother-to-be  packs.  And  a 
£500,000  radio  campaign  for  Johnson's  baby 
bath  has  just  finished.  All  the  products  are 
featured  in  the  Summer  on-pack  promotion 
—  the  Johnson's  Babycare  Fund.  A  charity 
promotion,  it  aims  to  raise  £100,000  for  vital 
baby  mcubator  units.  The  Fund  is  supported 
by  a  poster  campaign  and  in-store  displays. 
Johnson's  baby  bath  claims  a  2.5  per  cent 
unit  share  of  the  bath  additive  market. 
Houbigant:  For  a  limited  period  only  Ciao 
huile  pour  le  bam  is  free  with  any  purchase 
from  the  Ciao  range.  The  gift  is  packaged  in 
a  marble  and  cerise  carry  bag. 
Mandate:  Shulton  are  offering  a  free  gift  of 
Mandate  shower  gel  during  August  with 
purchases  of  after  shave  pour  or  after  shave 
spray. 

Antica  Erboristeria:  Network  Management 
are  supporting  the  brand  with  a  women's 
Press  campaign  worth  £150,000  from  Oc- 
tober to  the  end  of  the  year. 
Gianfranco  Ferre:  The  brand  is  being  sup- 


Two  Deep  Fresh  on-pack  promotions  are 
running  in-store  this  Summer.  Recently 
launched  Deep  Fresh  shower  gel  features  a 
40p-off-next-purchase  voucher,  while  a 
transparent,  zipped  sponge  bag  is  offered 
free  to  purchasers  of  the  400ml  foam  bath. 
Applications  on  a  one-per-fanuly  basis  will 
be  accepted  until  the  end  of  February 
1987.  Reckitt  &  Colman  say  Deep  Fresh  is 
number  two  in  the  Uquids  sector  of  the  bath 
additives  market 


The  Imperial  Leather  collection  from 
Cussons  is  being  supported  with  a  £lm 
advertising  campaign.  The  commercial 
which  broke  nationally  last  week,  features 
a  space-age  theme.  Cruising  through  outer 
space  Imperial  Leather  is  "beamed-up"  to 
a  spacecraft  for  the  family  of  2001.  The 
company  is  also  putting  £1 .  Im  behind  their 
Pearl  brand  —  a  new  commercial  will 
appear  in  September 


The  Nivea  bathcare  range  —  shower  gel, 
talc  and  creme  soap  —  is  this  month  being 
supported  by  the  television  commercial, 
"Natural  Woman".  It  is  the  second  burst  of 
television  advertising  this  year  for  Nivea  in 
a  campaign  worth  £1.25m. 


The  philosophies  of  a  19th  century 
German  naturopath  Sebastian  Kneipp,  are 
put  to  the  test  through  Vitalia's  Kneipp  bath 
oils.  A  special  gift  pack  is  available 
containing  a  sample  of  each  of  the  six  oils, 
to  retail  at  £3.95.  The  range  is  being 
supported  with  a  £250,000  advertising 
campaign 


ported  throughout  the  year  with  a  £100,000 
advertising  and  promotion  spend.  From 
September  50ml  body  lotion  wiU  feature  in  a 
gift  with  purchase  promotion.  At  the  same 
time  the  company  is  launching  Gianfranco 
Ferre  body  cream  —  further  details  to  follow. 
Parfums  Balmain:  A  £100,000  advertising 
and  promotion  campaign  is  running  in 
women's  magazines  throughout  the  year. 
Ramer  Marketing:  An  emerald  green 
sponge  has  been  added  this  month  to  the 
range.  The  Bathhme  Friends  range  of  animal 
sponges  is  being  extended  with  Freddie  the 
Frog  and  Percy  the  Pig. 
Givenchy:  A  body  beauty  oil  is  to  be  added 
to  LTnterdit  and  Givenchy  111  fragrances. 
The  spray-on  oil  will  retail  at  £14.50.  LTnter- 
dit  wiU  also  be  extended  with  dusting  powder 
(£21.75)  and  body  lotion  (£14.25). 
Potter  &  Moore:  New  merchandisers  are 
available  for  Scented  Geranium  and  Cop- 
pelia  foaming  bath  oil  and  Herbal  cream 
bath  lines.  In  June  the  company  introduced 
their  first  "back  to  nature"  bathcare  range 
called  Melissa. 

Beauty  Basics:  Just  Desserts  is  to  be  featured 
in  full-page  colour  advertisements  in 
women's  monthlies  from  October.  Iced 
lemon  fragrance  was  recently  added  to 
bathing  foam  and  glycerine  soap. 
Infra-care:  The  second  burst  of  a  national 
television  advertising  campaign  starts  in 
September  —  part  of  a  PAm  package.  The 
campaign  slogan  of  "specialist  care  for 
baby-sensitive  skin"  is  carried  through  to 
POS  material. 

Bronnley:  A  dusting  powder  is  to  be  added 
to  the  Water  Lily  range.  Retailing  at  £3.25, 
the  powder  will  be  available  m  all  three 
fragrances:  sunflower,  aloe  vera  and  jojoba. 
It  is  packaged  in  a  drum  shaped  box  and 
comes  with  a  whito  ribboned  puff. 
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PSGB  COUNCIL 


Society  wants  mutual 
recognition  safeguards 


The  Pharmaceutical  Society  is  to 
press  for  legislation  preventing 
pharmacists  from  other  European 
Community  member  states  from 
establishing  new  pharmacies  in  the 
UK,  when  the  EC  Directive  on 
mutual  recognition  of  pharmacy 
qualifications  and  the  right  of 
establishment  is  implemented. 

Representatives  of  the  Society 
discussed  the  matter  with  the  Department 
of  Health  on  July  11.  Concern  was 
expressed  over  the  practical  difficulties  of 
implementing  Article  2  (ii)  of  Directive 
85/433/EEC  which  was  discretionary  on 
member  states  in  that  they  would  not  need 
to  give  effect  to  diplomas  relating  to  the 
establishment  of  new  pharmacies. 
Pharmacies  which  had  been  in  operation 
for  less  than  three  years  were  also 
regarded  as  new. 

The  Society  had  been  one  of  the 
pharmaceutical  organisations  accepting 
that  provision  as  a  form  of  control  of  entry 
for  the  opening  of  pharmacies,  and  the 
PSNI  and  the  National  Pharmaceutical 
Association  both  felt  the  provision  should 
be  implemented. 

Council  agreed  at  this  month's  meeting 
that  the  Department  of  Health  should  be 
asked  to  include  such  a  provision  in 
primary  legislation  and  that  a  meeting 
should  be  called  with  representatives  of 
the  PSNI  and  NPA  to  discuss  the  matter. 
Clarification  of  PI  labelling.  The  Council 
confirmed  that  the  passage  in  the 
statement  on  imported  medicines  {C&D, 
March  15,  p506)  that  "Pharmacists  must 
ensure  that  when  a  medicinal  product  is 
dispensed  or  sold  all  relevant  information, 
whether  on  labels,  package  inserts  or  on 
the  container  itself,  is  written  in  the 
English  language",  applies  to  strip  and 
blister  containers  and  "relevant 
information",  is  to  be  interpreted  as  "any 
information  relating  to  the  protection  of 
the  health  of  members  of  the  public". 

A  solictor,  acting  on  behah  of  a 
parallel  importer,  had  asked,  "in  view  of 
the  confusion  caused  by  the  original 
statement,  and  the  resulting  restriction  on 
trade",  that  the  Society  should  advise  all 
pharmacists  that  imported  blister  packs, 
foil  strips,  etc,  need  only  comply  with  the 
labelling  Regulations. 

The  Ethics  Committee  accepted  that  all 
relevant  information  should  be 
understandable  by  the  public  and, 
therefore,  in  English.  It  was  important  the 


confidence  of  a  patient  in  his  medicine 
should  not  be  diminished. 

The  Council  also  ruled  that  if  a  product 
which  is  dual-labelled  with  two  proprietary 
names  permitted  by  the  product  licence  is 
supplied  in  response  to  a  prescription 
calling  for  either  name,  that  would  not  be 
regarded  as  a  breach  of  the  Code  of 
Ethics.  The  Council  also  decided  that  a 
letter  should  be  written  to  the  DHSS 
requesting  information  on  the  rationale  in 
granting  product  licences  in  two  names. 
Standarisation  of  generics.  Makers  of 
generic  preparations  have  agreed  to 
assess  the  possibility  of  some  form  of 
standardisation  of  colours  and  shapes, 
following  the  Society's  approach  to  the 
Association  of  British  Pharmaceutical 
Industry.  The  ABPI  expressed  sympathy 
for  the  problems  being  experienced  in 
community  pharmacy,  and  had  agreed 
that  manufacturers  in  the  ABPI  standard 
formulary  medicines  register  would  look  at 
the  possibility  of  standardisation.  It  was 
agreed  that  when  the  proposals  on 
generics  were  received  from  the  ABPI  a 
further  approach  on  proprietary 
preparations  should  be  considered. 
More  dressings  in  Drug  Tariff?  The 
Society  is  to  make  a  further  appeal  for  an 
increase  in  the  range  of  dressings  and 
appliances  included  in  the  Drug  Tariff. 

The  Department  of  Health  told  the 
Society  it  was  concerned  to  ensure  the 
Drug  Tariff  contained  products  that  were 
fit  for  the  stated  purpose,  fulfilled  an 
identifiable  demand  and  represented 
value  for  money  for  the  NHS.  Even  when  a 
product  was  not  in  the  Drug  Tariff,  it  could 
be  obtained  through  the  hospital  service  if 
the  clinician  was  satisfied  the  individual 
patient  had  a  clinical  need  for  it. 

The  Hospital  Pharmacists  Group 
Committee  agreed  that  another  appeal 
should  be  made  as  current  arrangements 
inconvenienced  the  patient,  the  health 
authority  was  subsidising  the  family 
practitioner  service,  and  the  clinical 
responsibility,  which  was  with  the  GP 
should  not  be  subject  to  ad  hoc 
procedures. 

Council  agreed  those  points  should  be 
made  in  letters  to  the  DHSS  and  the 
Pharmaceutical  Services  Negotiating 
Committee,  and  that  the  British  Medical 
Association  should  be  informed  of  the 
Society's  action. 

No  self -selection  of  HM25.  Milupa 
Special  Formula  HM25  should  not  be 
available  by  self -selection.  Council  has 


decided. 

The  product  was  for  temporary  use 
only,  and  should  only  be  fed  to  babies  as 
directed  by  a  doctor  or  "health  adviser" 
which,  it  was  presumed,  meant  a 
pharmacist.  Under  those  circumstances,  it 
was  desirable  for  the  product  to  be 
available  only  from  behind  a  counter  in  a 
pharmacy.  Milupa  had  confirmed  that  the 
product  would  not  be  sold  outside 
hospitals,  clinics  and  pharmacies. 

Milupa  was  to  make  the  warning  on  the 
back  of  the  carton  more  prominent  but 
Council  agreed  the  company  should  be 
recommended  to  indicate  on  the  front  of 
the  carton  that  the  food  was  only  for 
temporary  use  under  medical  supervision. 
It  was  further  agreed  that  the  company  be 
requested  to  consider  giving  all 
pharmacists  more  detailed  information. 
Concern  over  doctors'  pharmacies.  The 
Society  and  PSNC  are  to  write  jointly  to  the 
Department  of  Health  expressing  concern 
at  the  practice  of  doctors,  covertly  or 
otherwise,  setting  up  pharmacies  and 
allowing  them  to  influence  their  own 
income  by  prescribing. 

The  matter  had  been  raised  between 
representatives  of  the  Society  and  the 
PSNC,  which  had  considered  a  proposal 
in  which  a  doctor's  wife  would  be  involved 
in  the  running  of  a  pharmacy. 
Drug  recalls.  The  Society  is  to  seek  a 
meeting  with  the  chief  pharmacist  at  the 
Department  of  Health  (Dr  B.  A.  Wills)  to 
discuss  drug  warning  and  recall 
procedures,  particularly  those  in  the 
family  practitioner  services.  The 
community  practice  subcommittee  feels 
that  there  should  be  a  standard  national 
system,  to  ensure  that  there  is  no 
ambiguity  and  the  pharmacists  and  FPC 
administrators  are  conversant  with  the 
action  to  be  taken. 

OPD  policy.  The  Society  has  re-adopted 
the  policy  that  original  pack  dispensing 
should  be  based  on  packs  of  28  unit  doses. 
Improving  Society's  image.  A  working 
party  is  to  be  established  to  produce  a 
structured  programme  of  publicity  to 
improve  the  Society's  image  and  to  make 
members  aware  of  the  facilities  and 
services  available  to  them. 
BRM  on  Green  Paper?  Dr  D.H.  Maddock 
suggested  that  there  should  be  a  branch 
representatives'  meeting  to  consider  the 
Society's  response  to  Government's 
"Agenda  for  discussion  on  primary  health 
care".  The  Council  decided  officers 
should  look  into  the  matter  and  decide  how 
the  membership  should  be  involved. 
Comments  on  training.  Council  agreed 
to  support  the  White  Paper  "Working 
together  —  education  and  training".  It 
proposes  to  rationalise  and  simplify 
technician  and  other  vocational 
qualifications. 
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LETTERS 


A  fwmy  thing 
happened  in 
Blandford  Forum 

The  recent  publication  of  a  Rural 
Dispensing  Committee  decision  regarding 
Blandiord,  and  the  consequences  arising 
from  it,  gave  rise  to  disquiet.  The  Dorset 
Local  Pharmaceutical  Committee  of  which 
I  am  a  member,  is  making  an  assessment  of 
RDC  decisions,  to  be  pubhshed  later.  In 
the  meantime,  because  an  individual  may 
express  viewrs  which  could  not  properly 
come  from  a  statutory  committee,  I  would 
like  to  elaborate  on  the  background  to 
Blandford  and  make  some  observations. 

At  the  beginning  of  the  year  the 
dispensing  subcommittee  of  the  Dorset 
Family  Practitioner  Committee  was  asked 
to  approve  the  application  from  a  firm 
called  Coopers  Ltd,  trading  as  E.  Berwick 
Ltd,  for  a  NHS  contract  in  premises  sited 
mid-way  (approximately  100  yards  from 
each)  between  the  two  existing  pharmacies 
in  the  town,  and  which  would  intercept  the 
flow  of  patients  from  the  only  non- 
dispensing  doctors'  surgery.  For  many 
reasons  the  application  was  unanimously 
opposed.  However,  the  RDC  gave  consent. 

It  is  probably  not  widely  realised  that 
the  RDC  was  so  confident  of  its  authority 
that  it  never  made  a  visit  to  the  town, 
despite  the  fact  that  doctors,  pharmacists 
and  lay  members  were  opposed  to  the 
apphcation.  The  consequences  of  that 
original  approval,  overturning  local 
opinion,  meant  the  existing  contractors 
had  little  choice  but  to  attempt  to  buy  off 
the  leapfroggmg  company,  which 
eventually  cost  them  some  £25,000  plus  a 
commitment  to  the  opening  of  the  new 
premises  with  fitting-out  costs  around 
£50,000.  One  of  the  two  threatened 
pharmacies  sold  out  to  the  other. 

We  are  told  the  survivor,  Christopher 
Taylor  Ltd,  a  company  with  15  shops, 
intends  to  keep  the  three  Blandford  shops 
open.  Without  doubting  the  intent,  as  a 
businessman  I  doubt  the  economics  of  this. 
I  therefore  suggest  that  before  granting 
outline  consent  for  rural  dispensing  the 
RDC  must  in  future  pay  attention  to  DSC 
decisions  when  they  are  unanimous  and,  il 
it  is  even  suggested  overturning  them,  it 
must  pay  a  visit  to  the  site.  Not  to  have  done 
so,  as  in  this  case,  might  —  with  charity  — 
be  described  as  an  error  of  judgment. 
More  bluntly,  I  think  it  was  a  blunder  of  the 
first  magnitude,  which  led  one  contractor 
to  give  up  his  stake  in  the  town,  set  the 
other  back  about  £80,000  (not  counting  his 
purchase  of  the  second  pharmacy)  and  has 
lost  Blandford  its  freedom  of  choice. 


Yet  when  Coopers,  the  same  firm, 
applied  to  open  a  pharmacy  at  Femdown, 
in  an  identical  leapfrog  situation  at  about 
the  same  time,  the  RDC  refused 
permission  on  the  grounds  that  it  might 
affect  a  pharmacy  two  miles  away  —  never 
mind  the  two  adjacent  ones. 

I  believe  decisions  made  by  RDC 
should  be  seen  to  be  for  the  enhancement 
of  the  rural  pharmaceutical  services. 
Since  I  am  partisan,  I  believe  that  where  a 
pharmacist  proposed  to  open  in  an  area 
previously  not  so  served,  permission 
should  be  granted  by  virtue  of  the  wider 
range  and  depth  of  professional  services 
which  would  then  be  available  to  that 
particular  community.  But  where 
pharmacies  already  give  satisfactory 
service,  what  point  can  there  be  in 
granting  permission  to  another  if,  by 
reason  of  proposed  site  or  financial  muscle 
he  threatens,  effectively,  to  wipe  out  one  of 
the  existing  contractors?  All  this  does  is  to 
introduce  yet  more  insecurity  and  virtual 
anarchy,  with  no  gain  so  far  as  the 
provision  of  services  is  concerned.  It 
merely  legalises  a  sort  of  piracy  with  the 
newcomer  not  having  to  buy  out  the  one  he 
intends  to  displace. 

Members  of  the  RDC  may  feel  obliged 
to  say  they  are  bound  by  the  regulations  — 
I  suggest  it  is  how  you  read  the  intent  of 
regulations  which  is  important. 

A  legalistic  reading  of  any  regulations 
which  does  not  take  into  account  the  real 
Life  situation  in  a  community  has  to  be 
recognised  as  valueless.  It  is  my  opinion 
that,  in  both  Blandiord  and  Femdown,  the 
opening  of  a  third  pharmacy  at  sites  which 
did  not  threaten  the  viability  of  the  others 
would  have  enhanced  the  broader 
provision  of  pharmaceutical  services. 
There  would  have  been  reasonable 
competition,  service  and  choice,  which  I 
suspect  might  well  have  been  approved  by 
the  DSC.  The  quality,  and  to  some  extent 
the  track  record  of  applicants,  whether 
they  like  it  or  not,  has  to  be  taken  into 
account.  Decisions  like  this  are  not  mere 
paper  transactions  or  games  playing  — 
they  seriously  affect  people. 

It  is  not  axiomatic  that  big  is  beautiful. 
Bigger  companies  by  reason  of  their  set- 
up require  prime  trading  sites.  If  they 
choose  them  in  the  smaller  country  towns 
and  the  other  chemists  go  to  the  wall,  RDC 
philosophy  appears  to  be  "Hard 
luck! . . .  Nothing  to  do  with  us." 

Personal  involved  service  is  perceived 
and  valued  in  aU  communities.  Individual 
pharmacists  are  willing  to  operate  small 
pharmacies  in  rural  areas  because  of  the 
lifestyle  and  their  identification  with  the 
people  they  serve.  I  may  be  partisan,  but 
the  decisions  of  the  RDC  with  which  I  have 
had  involvement  appear  capricious, 
without  any  obvious  consistency  of 


rationale  underpinning  them. 

It  is  time  that  believable  criteria  for 
judgments  were  established  and 
published,  the  very  first  being  an 
interpretation  of  regulations  based  on 
enhancement,  rather  than  a  wooden 
reading  of  the  negative  —  "Will  it  affect 
the  provision  of  pharmaceutical  services". 

If  the  regulations  do  not  aUow  for  this, 
then  we  have  aU  been  seriously  misled. 
K.  Sims 
Poole,  Dorset 

On-cost  viability 
and  appeals  

To  seek  a  cause  for  the  manpower  crisis  in 
the  hospital  service  one  needs  only  to  note 
the  25  per  cent  increase  in  retail  pharmacy 
numbers  since  its  nadir  a  decade  ago.  This 
has  resulted  from  the  re-introduction  of  the 
differential  on-cost  after  a  long  period  of 
falling  numbers.  This  was  done  to  make 
viable  the  marginal  pharmacies  which 
were  regularly  closing  down.  However  it 
also  made  viable  new  marginal 
pharmacies  with  the  consequences  that  we 
see  now. 

In  the  last  six  years  Havering  has  seen 
nine  new  pharmacies  (22.5  per  cent),  my 
own  included.  Of  these  probably  eight  (my 
own  included)  are  viable  at  around  1,200 
—  1,500  items  per  month;  only  one  (not 
mine)  is  adjacent  to  a  group  practice.  The 
latest  newcomers  include  one  at  the  rear  of 
a  small  grocery  shop  and  one  in  the 
stockroom  of  a  newsagent/tobacconist. 
Each,  in  its  way,  provides  a  service  (mainly 
NHS  dispensing)  to  a  small  local 
community  although  neither  is  more  than  a 
halt  a  mile  from  other  pharmacies. 

I  would  not  be  prepared  to  argue 
publicly  that  either  was  "unnecessary"  or 
that  those  communities  should  not  be  so 
served,  so  to  what  extent  may  we  expect 
the  FPCs  and  the  lay  appeals  panel  to 
support  that  same  argument?  In  the  Lords 
debate  on  the  contract  Baroness 
Trumpington  said  "present  distribution  did 
not  meet  patient  needs".  I  wonder  how  she 
knows?  There  is  no  indication  in  Nuffield 
or  the  primary  healthcare  Green  Paper 
that  anyone  has  actually  asked  them.  I 
cannot  see  anyone  voting  against  a 
pharmacy  on  their  own  street  comer 

In  the  absence  of  a  defined  need, 
locaUy  fought  campaigns  will  be  hard  to 
resist.  I  doubt  that  the  new  contract  will 
stop  the  spread  of  marginal  pharmacies  or 
produce  the  savings  envisaged.  There  is, 
of  course,  one  very  simple  way  of  doing 
both,  which  I  will  supply  under  plain  cover 
to  bona  fide  applicants. 
A.D.  Castell 
Rainham 
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Possible  links 
with  Vestric  

It  has  come  to  our  notice  that  one  or  two 
supphers  are,  by  imphcation,  telling  our 
pharmacy  customers  that  their  label 
printing  equipment  can  be  used  for 
placing  orders  with  this  company. 

One  of  the  most  significant  areas  of 
investment  by  the  major  wholesalers  in 
recent  years  has  been  in  the  development 
of  electronic  systems  for  pharmacists, 
particulary  direct  order  entry  terminals. 

In  recent  months  a  number  of 
companies,  who  have  been  offering  label 
printing  systems  based  on  inexpensive 
popular  computers,  have  approached  us 
to  ask  whether  it  would  be  possible  to  have 
a  facihty  to  incorporate  an  order  entry 
program.  We  have  given  facilities  to  one  or 
two  suppliers  in  order  to  experiment  with 
order  entry.  The  results  of  these 
experiments  have  shown  that  such  label 
printer  and  order  entry  devices  are  not 
satisfactory.  The  systems  have  been  shown 
to  be  unrehable  and  there  are 
considerable  problems  when  parts  of  an 
integrated  system  fail  and  the  whole 
system  had  to  be  sent  away  for  repair,  thus 
losing  the  order  entry  facility. 

We  would  like  to  warn  all  community 
pharmacists  that,  although  it  may  be 
technically  possible  to  use  these  devices,  it 
is  not  our  intention  to  give  authority  to  any 
third  party  supplier  to  link  a  label  printer 
with  our  order  entry  system. 

It  is  cheaper  to  have  a  purpose 
designed  order  entry  device  and  a 
separate  label  printer  and  we  believe  that 
using  a  Link  terminal  is  the  most 
satisfactory  solution.  This  is  the  only  way 
we  can  guarantee  a  high  level  of  service 
and  in  particular  ensure  that  our 
customers  are  kept  up  to  date  with  the 
latest  equipment  developments. 

Where  there  is  a  need  for  a  more 
sophisticated  system,  this  has  to  be  based 
on  a  more  reliable  computer.  Link  3,  with 
order  entry  and  other  programs,  meets 
these  requirements. 
RM.  Worling 

Managing  Director,  Vestric  Ltd 

Learning  the 
hard  way 

I  learned  about  doctors'  dispensing  from 
Colonel  G.  d'R.  Can,  MC,  RAMC,  an 
honorary  surgeon  to  the  King,  with  40 
years  service  in  India.  In  February  1941  he 
told  me  "I  don't  know  why  you  fellows  (ie 
pharmacists)  make  such  a  song  and  dance 


about  your  job.  It  only  consists  of  pouring 
hquids  in  one  bottle  into  another,  after  all." 

At  that  time,  my  colleague  Sgt  Tommy 
Wrigley  and  I  were  working  80  hours  a 
week  in  a  marquee  tent  trying  to  maintain 
medical  and  surgical  supplies  of  all  kinds 
to  a  600-bed  field  hospital  and  various 
other  medical  units  in  the  Baghdad  area. 
Tom  Wilson 
Ashford,  Kent 

BPA  key  to  the 
'necessaries' 

I  am  afraid  Xrayser  is  being  very  naive  if 
he  believes  an  outlay  of  £3,000  will  sway 
the  public  behind  three  existing 
community  pharmacies  and  against  a 
possible  leapf  rogger. 

The  facts  over  the  past  20  years  have 
shown  that  the  general  public  has  no 
concern  whatsoever  regarding  the  loss  of  a 
pharmacy  which  has  been  giving  an 
excellent  service  to  the  community  for 
many  years,  if  the  leapfrogger  offers  them 
more  convenience,  ie  is  closer  to  the  GP's 
surgery.  So,  not  only  have  leapf  roggers 
been  able  to  set  up  initially  but  have  in  fact 
prospered  at  the  expense  of  existing 
pharmacies. 

With  respect  to  the  "new"  contract, 
surely  the  only  pharmacies  which  should 
automatically  be  placed  on  the  dispensing 
hst  should  be  those  in  receipt  of  the 
present  Basic  Practice  Allowance,  since 
by  the  definition  of  that  aUowance  they  are 
the  "necessary"  pharmacies  —  all  others 
should  have  to  apply  for  a  contract. 
Roger  Booker 
Swansea. 

Mr  Thomas  and 
Mr  Flyim 

Mr  Flynn  is,  as  usual,  completely  confused 
{C&D  August  9  p224).  I  consider  the 
British  Pharmacists  Association  a  devisive, 
wrecking  organisation  and  would  never 
support  a  group  that  could  print  the 
articles  in  "Professional  Eye".  The  second 
issue  brought  the  profession  into 
disrepute,  and  by  the  shameless 
personalised  attack  on  hard  working 
members  of  the  Pharmaceutical  Services 
Negotiating  Committee,  went  completely 
"over  the  top". 

Having  been  chairman  of  Gwynedd 
LPC  for  many  years,  and  on  the  FPC  and 
various  Welsh  committees,  I  have  m-depth 
knowledge  of  the  PSNC  proposals  for  the 
contract  and  the  future  of  pharmacy, 
which  I  fully  support.  There  can  be  no 
doubt  that  these  proposals  will  be  the 


nearest  attainable  to  "rational  location" 
and  "limitation  of  contract".  If  this 
opportunity  is  lost  it  will  be  another 
generation  before  such  a  chance  occurs 
again. 

Every  month  more  pharmacies  open  at 
the  expense  of  their  professional 
colleagues  under  the  guise  of  "free 
competition".  I  wish  to  invest  in  pharmacy 
sure  in  the  knowledge  that  the  rug  will  not 
be  pulled  out  from  under  my  feet  at  any 
moment.  The  new  contract  will  do  this  and 
enable  me  to  improve  my  pharmacy  and 
invest  in  the  professional  side  of  the 
business. 

The  LPC  is  very  concerned  that  further 
delay  in  implementing  the  contract  will 
jeopardise  many  years  of  hard  work 
resulting  in  a  recent  Rural  Dispensing 
Committee  decision  in  favour  of  a 
pharmacy  in  a  rural  area  in  Gwynedd. 
This  pharmacy  is  "necessary  and 
desirable"  for  that  community.  Its  financial 
viability  depends  on  the  new  contract.  It 
wiD  do  precisely  as  recommended  in  the 
Nuffield  Report  —  provide  a 
pharmaceutical  service  "matching  in 
quality  and  comprehensiveness  that 
provided  elsewhere". 

It  would  be  open  by  now,  if  PSNC  had 
been  allowed  to  implement  democratically 
debated  and  passed  proposals,  without 
vociferous  minority  splinter  groups 
confusing  the  issue.  Perhaps  as  many  as 
1,000  pharmacies  will  have  been  ruined  by 
the  delay  and  Mr  Flynn's  tactics.  I  wish  he 
would  allow  pharmacy  to  pursue 
unhindered  the  PSNC  contract  proposals 
part  one  and  two. 
R.N.  Thomas 
Chairman  Gwynedd  LPC 


Cut-off  point 

Reference  Xrayser's  decision  to  start 
cutting  bits  off  calendar  packs  {C&D 
August  8).  May  I  ask  him  if  he  will  also  be 
cutting  two  off  packs  of  30  (eg  Zyloric  300) 
when  the  prescription  calls  for  28! 
P  G  Marris 
Homdean, 
Hants 


Apologies  to  Mr  John  Davies,  secretary  of 
the  Rural  Pharmacists  Association.  The 
final  paragraph  of  his  letter  published  in 
last  week's  C&D  (p223)  should  have  read: 
This  lack  of  regard  (by  the  Society  to  the 
needs  of  rural  pharmacy  in  its  submission 
to  the  Commons  Social  Services 
Committee),  shows,  I  submit,  an  element 
of  weakness  in  the  Society's  approach  on 
rural  matters.  I  trust  that  the  RPA  can 
expect  to  hear  that  rural  pharmacists  can 
look  forward  to  more  positive  support  in 
any  future  plans  for  the  community." 
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BUSINESS  NEWS 


Evans  buy-out  leaves 
Glaxo  on  mainstream 


Evans  are  the  latest  company  to 
leave  the  Glaxo  fold,  with  a  £27m 
management  buy-out. 

This  means  Glaxo  have  sold  off  aU  but 
a  few  subsidiaries  involved  in  non- 
prescription business.  Evans,  who  deal 
with  some  500  generic  and  OTC  products, 
approached  the  parent  group  in  May  with 
their  buy-out  proposal.  Their  sales  for  the 
year  to  June  stood  at  £30m. 

Glaxo  have  gradually  been  shedding 
all  the  firms  outside  their  mainstream 
business  over  the  last  two  years.  Vestric 
went  to  AAH  for  £15m,  and  the  sale  of 
Farley  to  Boots  was  bugged  by  an  outbreak 
of  salmonella  ealing  contamination  in 
their  milk  products,  leading  to  a  knocked- 
down  price  of  £18m  from  the  originally 
mentioned  £40m. 

"Evans,  like  Vestric,  are  a  different  type 
of  business  and  require  a  different  style  of 
management  and  services  to  our 
mainstream  ethical  pharmaceuticals,"  a 

Amersham  buy 
up  in  Michigan 

Amersham  are  buying  the 
diagnostics  business  of  the  Upjohn 
company  in  Michigan. 

The  deal,  due  to  be  completed  by  the 
end  of  August,  covers  intangible  assets 
such  as  know-how,  patents  and  trademarks 
together  with  some  product  stocks. 

The  sale  will  mean  the  transfer  of  a 
number  of  research  products  already  on 
the  market,  together  with  others  under 
development.  All  are  in  the  biomedical 
research  field.  Trademarked  products 
which  will  be  immediately  added  to 
Amersham's  range  are  the  Cat-a-kit  assay 
for  measuring  the  catecholamines 
noradrenaline,  adrenaline  and  dopamine, 
and  the  Comp-kit  range  for  complement 
factors  in  immune  response. 


Strict  on  Sunday 

Chemists  breaching  the  Sunday 
trading  rules  may  come  under  the 
eagle  eye  of  councils  clamping 
down  on  illegal  trading. 

Authorities  have  already  been  leaning 
on  hardware  traders,  who  say  this  is  a 
change  of  pohcy,  sparked  off  by  the 
Sunday  Trading  Bill's  failure  last  April. 


Glaxo  spokesman  explained.  "They  had 
been  at  arm's  length  because  of  this,  unlike 
other  UK  trading  companies  such  as 
Glaxo  Laboratories  or  Duncan  Flockhart. 
They've  been  sharing  some  of  their 
facilities,  as  well  as  their  control,  with 
other  companies.  But  they've  recently  built 
up  more  modem  resources  —  particularly 
with  the  acquisition  of  the  Horsham  plant 
from  A.H.  Robins." 

The  group  denied  any  intention  to 
move  out  of  the  generics  field.  "We're 
merely  disposing  of  a  subsidiary  selling 
commodity  generics  to  UK  retail 
pharmacists.  Our  own  mainstream 
business  is  geared  to  selling  to  doctors. 
We're  not  getting  out  of  generics,  but 
moving  towards  a  specialised  end  of  it, 
with  our  own  off-patent  products  and 
others'  which  need  some  improvements". 

Evans  themselves  were  unwilling  to 
comment  on  the  deal,  except  to  say  that 
there  would  be  no  new  strategy. 


Before  that,  many  councils  turned  a  blind 
eye  to  some  illegal  trading,  but  since  the 
Bill's  downfall  eight  do-it-yourself 
multiples  claim  they  have  been  warned  or 
prosecuted  nearly  300  times. 

Now,  according  to  the  National 
Consumer  Council,  authorities  are  turning 
their  attention  to  other  sectors.  "It's 
becoming  apparent  that  some  councils  are 
trying  to  investigate  everyone,"  a 
spokeswoman  said.  "It's  quite  possible  that 
chemists  wiU  be  among  those  looked  into." 

The  NCC  believes  the  clamp-down  is 
misguided:  "Some  authorities  are 
interpreting  the  vote  against  the 
Government  as  a  vote  for  strict 
enforcement.  But  it's  clear  from  MPs' 
comments  that  this  was  not  what  they 
wanted." 


Nappy  man  goes 

Nappy  firm  Undercover 's  managing 
director  has  resigned  and  his  role 
passed  on  to  chairman  David 
Sallon. 

Robert  Burgess,  who  played  a  part  in 
launching  the  firm's  nappy  division,  and 
who  introduced  the  production  of  sanitary 
products,  has  become  a  temporary 
consultant  to  the  company.  Undercover 
will  make  no  comment  on  the  move,  other 
than  to  say  that  it  was  made  by  "amicable 
agreement".  Mr  Burgess  eventuaUy  aims 
to  move  into  other  fields. 


Edgy  times  for 
Wilkinson 

Wilkinson  Sword  have  been 
suffering  from  parent  trouble,  but 
keeping  an  apparently  cool  head 
about  it  all. 

Allegheny  International,  who  acquired 
Wilkinson  Sword  in  1980  along  with  some 
other  consumer  product  firms,  have  seen 
the  sudden  departure  of  their  chairman 
Robert  Buckley,  after  reeling  from  a 
$109m  loss  in  1985.  US-based  AI's 
earnings  had  been  heading  downwards  for 
three  years,  as  they  tried  to  cope  with  the 
debts  amassed  through  their  acquisition 
pohcy. 

There  have  now  been  suggestions  that 
Wilkinson  Sword  will  be  sold  off,  as  AI  try 
to  recover  from  their  crisis.  But  a  director 
of  the  company  dismissed  this  as 
speculation  and  added,  "We  know  of  no 
moves  in  that  direction.  As  far  as  we're 
concerned,  we'll  just  carry  on  running  the 
company  as  effectively  as  we  can". 

Wilkinson  Sword's  business  had  not 
been  affected  by  the  problems  at  AI,  he 
said .  "We're  carrying  on  with  all  our 
promotion  programmes  and  product 
developments.  We're  sad  at  what's 
happening,  but  our  only  objective  is  to  run 
this  company  well". 

As  to  the  future,  the  company  claims 
there  are  no  real  worries:  "It's  worth 
bearing  in  mind  that  Wilkinson  Sword 
were  founded  in  1772.  We've  lasted  this 
long,  and  we'll  last  a  lot  longer". 


Profits  looking 
Tip  Top  

Tip  Top  Drugstores,  who  came  to 
the  market  earlier  this  year  (see 
C8tD.  April  26)  are  continuing  their 
expansion  plans  with  the  backing 
of  a  65  per  cent  rise  in  taxable 
profits  to  May. 

The  profit  figure  —  £  1.28m  —  beats 
the  company's  forecast  of  £1  '4  m,  made 
when  the  stock  market  debut  was  made 
shortly  before  the  financial  year  end.  Tip 
Top  are  placing  great  hopes  on  their  own 
label  products  and  have  talked  of  bringing 
them  up  to  make  a  minimum  25  per  cent  of 
the  stores'  turnover. 

At  the  time  of  the  share  launch, 
founder  and  managing  director  Fred 
Brown  said  there  was  room  for  1,500  drug 
stores  in  the  UK.  He  now  predicts  more 
turnover  in  the  wake  of  Tip  Top's  own 
expansion,  aiming  for  100  by  the  end  of 
the  year. 
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BUSINESS  NEWSI   !( 


IN  THE  CITY 


July  jollity 
fizzes  out 


New  VAT  rules 

may  ruin  firms' 


Panpharma  Ltd,  a  new  company,  will 
take  over  the  marketing  of  all  Luitpold- 
Werk's  products  from  September  1.  The 
company  is  based  at  Hayes  Gate  House, 
27  Uxbridge  Road,  Hayes,  Middlesex  UB4 
OJN(tel  01-561  8774). 


Varta's  consumer  division  is  moving  to 
new  offices  in  Staines.  From  the  end  of 
August,  the  division  will  be  based  at 
Come  House,  48  London  Road,  Staines, 
Middlesex. 


Willington  Medicals  Ltd  are  moving  into 
new  premises  August  18  at  30  Stanley 
Road,  Whitefield,  Manchester  M25  6GT. 
tel  061-7661339. 


Smith  Kline  &  French  received  a  flying 
visit  from  Judy  Kay,  a  newly  qualified  pilot 
and  campaign  director  of  the  Chest,  Heart 
and  Stroke  Association.  Public  relations 
manager  Alan  Chandler  presented  the 
Association  with  a  cheque  for  £1,000 

EVENTS 


Chemex  record 

The  biggest  ever  number  of 
exhibitors  have  taken  stand  space 
at  Chemex  '86. 

Over  250  exhibitors  will  display 
chemists'  counter  goods,  shopliftings,  and 
other  services  at  Earls  Court 

The  show  is  open  10am-9pm  on 
September  14  and  15,  and  10am-5pm  on 
September  16.  Further  details  from  Trade 
Exhibitions  Ltd,  01-262-2886. 


Aids  for  disabled 

A  course  for  pharmacists  on  "Aids  for  the 
disabled"  has  been  organised  by  the 
National  Pharmaceutical  Association  and 
the  Disabled  Living  Foundation. 

The  day  long  course  takes  place  on 
October  23  at  10am  at  the  Disabled  Living 
Foundation,  380  Harrow  Road,  London 
W92  HLA.  Details  from  the  NPA  training 
department  on  0727-32161. 

Wednesday,  August 20 

East  Anglian  Chemists  Golfing  Society,  at  the 

Royal  Worlington  Golf  Club.  Details  from  lames 
Cook,  Norwich  22868, 

Advance  information 

The  Scottish  Interiors  and  Shopiitting  Exhibition,  at 

the  Scottish  Exhibition  and  Conference  Centre, 
Glasgow,  September  7-10.  Further  information  from 
Mike  Searle,  Marketeer  Consultants  on  01-749  9531 . 
The  Cosmetic  Toiletry  and  Perfumery  Association 
Ltd,  seminar  on  October  16  at  the  CBl  Headquarters, 
London.  Cost  is  £60  forCPTA  members,  £90  for  non- 
members.  Further  details  from  The  Cosmetic  Toiletry 
and  Perfumery  Association,  35  Dover  Street  London 
W1X3RA. 

National  Pharmaceutical  Association,  working 
dinner  on  October  29,  for  chairman  and  branch 
secretaries  in  the  South-West  region,  hosted  by  board 
member  Dr  Hopkin  Maddock.  Further  details  from 
local  organisations  officer,  Mike  King,  0727-32161 . 


On  the  day  of  the  Royal  Wedding 
the  City  resounded  to  the  sound  of 
champagne  corks  popping.  But  the 
fizz  evaporated  quickly.  The 

sanctions  question  brought  political 
uncertainties  to  the  fore,  old  worries 
about  a  slow  down  of  the  American 
economy  re-emerged  and  thoughts 
of  Big  Bang,  when  competition  in 
the  City  will  hot  up,  combined  to 
make  the  rest  of  the  month 
somewhat  less  happy  in  the  square 
mile  than  in  the  Azores. 

The  ordinary  share  index  slipped 
below  the  1300  mark  during  July,  ending 
the  month  at  1273.4.  At  that  level  it  is 
roughly  half  way  between  the  year's  high 
of  1426  and  its  low  of  1094. 

ICI's  results,  traditionally  regarded  as 
a  reliable  indicator  of  British 
manufacturing  performance,  added  to  the 
gloom,  as  the  company  made  clear  that  the 
fall  in  oil  prices  had  not  yet  resulted  in 
lower  production  costs.  Its  statement 
depressed  the  shares  by  18p  to  982p. 

The  High  Street  banks,  which  tend  to 
announce  their  results  within  days  of  each 
other,  revealed  bursting  coffers.  National 
Westminster  outshone  their  competitors 
with  a  34  per  cent  profit  increase  to  £482m 
before  tax.  No  mega-bids  were  launched, 
but  BET,  the  widely  spread  industrial 
services  group,  who  already  own  Initial 
and  Advance,  two  laundry  companies, 
and  Boulton  &  Pauls,  a  building  company, 
launched  two  takeovers  on  the  same  day: 
one  for  Brengreen,  another  cleaning 
company,  and  one  for  HAT  Group,  a 
painting  company.  Brengreen's  board 
were  quick  to  recommend  the  £31m  offer 
but  HAT's  directors  have  decided  to  fight 
the  £96m  bid  for  their  company. 

From  Beecham  there  was  the  long 
awaited  news  of  board  appointments.  Mr 
Bob  Bauman,  vice-chairman  of  Textron,  is 
to  be  chairman  with  effect  from  September 
15  (see  C&D  August  9),  replacing 
temporary  caretaker  Lord  Keith,  who  goes 
back  to  his  old  post  of  non-executive  vice- 
chairman.  Mr  Bauman  is  joined  by  four 
non-executives,  including  two  well  known 
City  faces  —  Sir  Robert  Clark,  who  is 
chairman  of  Hill  Samuel  and  numerous 
other  companies,  and  Mr  John  White,  the 
managing  director  of  Bunzl,  a  fast  growing 
paper  company.  Though  this 
announcement  removed  much  of  the 
uncertainty  surrounding  Beecham,  and 
puts  in  place  a  tough  board  capable  of 
taking  on  most  comers  should  there  be  a 
bid  for  Beecham,  the  shares  fell  5p  to  400p. 


Hundreds  of  small  firms  could  face 
bankruptcy  under  the  new  VAT 
rules  coming  in  this  October,  the 
small  businesses'  federation 
believes. 

According  to  the  National  Federation 
of  Self  Employed  and  Small  Businesses, 
the  honeymon  is  over  as  far  as  VAT  is 
concerned.  Automatic  penalties,  under  a 
default  surcharge  system,  are  designed  to 
punish  persistently  late  senders  of  VAT 
returns  (see  C&D  July  19).  The  NFSE  says 
it  is  "seriously  alarmed"  at  the  harsh 
penalty  system. 

Chairman  Brian  Prime  said  he 
understood  the  Government  and  Custom's 
desire  to  make  traders  pay  on  time.  "The 
bitter  pill  to  swallow  is  the  automatic 
nature  of  severe  penalties,  should  a  trader 
be  less  than  100  per  cent  perfect  in  his  or 
her  rendering  of  a  VAT  return." 

The  Federation  does  not  condone  tax 
evasion,  Mr  Prime  said.  "However  many, 
many  VAT  registered  traders  could  face 
severe  difficulties  if  they  default  after 
October  1."  Small  firms  would  be  the  chief 
victims,  struggling  with  the  administrative 
burden  of  VAT  and  other  duties,  he  said. 

"We  have  calculated,  for  instance,  that 
in  one  small  to  medium  sized  business,  a 
trader  could  be  faced  with  penalties  of 
nearly  £1,500  through  escalating 
surcharge  fines  on  comparatively  small 
amounts  of  VAT  due.  Obviously,  other 
examples  wiU  vary  according  to  the 
amount  of  VAT  due,  but  to  the  new 
business,  seasonal  trades,  and  others  who, 
for  a  variety  of  reasons  fail  to  submit 
returns  on  time,  the  new  regime  could 
prove  disastrous." 

fThe  NFSE  is  starting  a  petition,  calling 
for  lighter  penalties  which  should  be 
presented  at  10  Downing  Street  on 
October  1. 
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ICLASSIFIEDi 


Appointments 


CHEMISTgf 
DRUGGIST 

CLERICAL  ASSISTANT 

Due  to  maternity  leave  we  i  e(iuire  someone  to  assist 

in  the  Chemist  &  Druggist  Pricing  Service  for 
approximately  9  months,  with  a  view  to  permanent 
employment. 
We  are  looking  for  somebody  who  is  accurate  in 
handling  prices  and  has  the  ability  to  answer  telephone 
queries.  The  job  involves  VDU  work  and  some 
basic  computer  functions  but  previous  knowledge  is 
not  essential. 

Experience  in  pharmacy  or  the  dispensary  would  also 

be  an  advantage  but  not  essential. 
If  you  believe  you  have  the  necessary  qualifications, 
write  to  Geoffrey  Smith,  Personnel  Manager, 
Benn  Publications  Limited,  Sovereign  Way, 
Tonbridge,  Kent  TN9  IRW 

Benn 


Shopiitting 


marspec 

\lBiSHOPFITTING  LTD 

A  complete  shoptitting  and  design  service,  at 
competitive  prices  for  the  pharmacist 
Southern  Office:  Northern  Officee: 

Unit  4b,  4  Prestwood  Court, 

Grace  Road,  Leacroft  Road, 

Marsh  Barton,  Rlsley,  Warrington, 

Exeeteer   Devon  Cheshire 
Tel:  0392  216606  Tel:  0925  827292 


LEXDRUM 

0626  834077 

WE  PROVIDE  A  PROFESSIONAL 
SHOPFITTING  SERVICE  FOR  THE 
RETAIL  PHARMACY 

—       LEXDRUM  STOREFITTERS 
Chappie  Rd,  Bovey  Tracey,  Devon. 

0626  834077 


Shopiitting 


c 


Li 


Lux  LINE 

SHOPFITTERS  FOR  THE  PNIRMACT 


REFITS,  NEW  INSTALLATIONS,  CEILINGS,  SHOPFRONTS, 
ELECTRICAL,  FINANCE,  NPA  &  NUMARK  APPROVED. 
SO  CONTACT  US  NOW. 

LUXLINE  LTD 

8  COMMERCE  WAY,  LEIGHTON  BUZZARD  BEDS 
TEL:  0525-381356 


Quality  and  original  Continental 

Systems  plus  total  package 
NPA  recommended  NO  system 
matches  UMDASCH  for  quality. 
Prices  pleasantly  competitive. 
See  for  yourself 
.  .  .  there's  no  obligation. 

Apeils  Systems  Ltd 
Unit  P.  Kingsway  Trading 
Estate,  Kingsway,  Luton, 

Bedfordshire. 
Ring  Luton  (0582)457111 

NOW! 


D.J. 

SHOPFITTINGS 

Shelving  systems  for  the 
pharmacy  together  with  all 
ancillary  works.  Credit 
facilities  and  showroom. 

Unit  5,  Chantry  Court  Ind.  Estate, 
Wythe  Lane,  Carshalton,  Surrey. 
Telephone:  01-773  1921 


Labels 


Modern 

Pharmacists  Want 

'  TO  CUT  COSTS 
TO  INCREASE  PROFITS 
QUALITY  LABELS 
SPEEDY  DELIVERY 
KNOWLEDGEABLE 
SERVICE 

LOW  LOW  PRICES 
LOW  PRICE  LABEL  CO. 

FREEPOST 

88  SOUTHBOURNE  GROVE 
WESTCLIFF-ON  SEA  SSO  3BR 


TOMLYDON 
TO  F'^ 


Phone  for  quote  —  we  will  not  be  undersold 
TEL:  0702-333761  -  Anytime  


TOP  QUALITY/  A  OCt  C 

self-adhesiveLMDCLO 

FOR  COMPUTER  OR  TYPEWRITER  USE 

DELIVERED  WITHIN  14  DAYS  OR 

NO  CHARGE 

THAT'S  THE  PARK  PRINTING  PLEDGE 

i 

PHONE  AMA  NDA  NO  W! 

 f O/?  FULL  DETAILS^ J.  .  Qftflf) 

PARK  PRINTING  Jl 'J3  PARLIAMENT  STREET  LIVERPOOL  L85RN  1 1/ %JO  OOl/V 


Professional  Prescription 
Computer  Labelling 


Cniilih  I  Diil'til  i  nh  miiri  or 
Mike  S;)rmi('  MPS 
Park  Systems  Ltd. 

41  4-<  l':lilnliiinil  Slurl 

h'l  II't1-7IIK  shiiii 
Irlrx  b2Sh22 
S;i;v,i;i,.r,'  Axcill-. 
Summit  Co. 
Ruhy  hulii-linil  i^liih' 


Simply  the  best  i 

The  Park  range  of  Computer  Labelling  Systems  simpli/  the  best 

mi 

Prove  it  for  yourself  with  a  14  day  Free  trial.  APPRovFn 

SYSTEMS  FROM  f750  TO  THE  NEW  OlSK-BASEO  SYSTEM  800  AT  f1295  PRICES  EXCLUOE  VAT  ANO  INCLUDE  A 107.  NPA  REBATE 
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Professional  Prescription 
Computer  Labelling 


Market  Leaders  in  Pharmacy  labelling  systenns  throughout  the  UK 

John  Richaiilson 
Computeii  lid 

Superb  labelling  systems 
for  discerning  pharmacists. 

Prices  from  £1098  or  £7.85  per  week  -  10%  NPA  rebate  included 
ffREEPOll  Picaton  PBt  SBB  Tel.  Of IX  )X>f6) 


LABELS! 


The  leading  (/ua/Zfy  supplier  in  the  UK 
for  Computer  or  Typewriter  -  every 
system  catered  for. 


PROMPT  DESPATCH - 
KEENEST  PRICES 


Pharmaceutical 
"ackaging 
eeds 

PO  Box  140  6  Kirkstall  Hill,  Leeds  LS1 1 YZ 
ring  now  for  prices 


Ring  Leeds (0532) 752653for  i 
immediate  attention  I 


Agents 


AGENTS 
REQUIRED 

to  sell  generic  and 
proprietary  medicines. 
In  most  areas  of  UK. 
For  details  telephone: 

Coalville 
(0530)811590 


Agents 


MANUFACTURERS  AGENTS 

required  for  all  areas.  Popular  winter 
product.  Details  from:  — 

MYCOL  WARMPACKS 
8A  Commercial  Road, 
Southampton  SOI  OGE 

Telephone:  0703  211068 


Stock  Wanted 


Stock  for  Sale 


GERALD  FRASER'S 
BACK  IN  TOWN 

Looking  forward  to  seeing  old  and  new  customers 
for  French  and  English  perfumes  and  cosmetics. 

LARGER  RANGE  THAN  EVER  TO  CHOOSE  FROM 

at: 

FRESH  START  COSMETICS. 
164  CHEETHAM  HILL  ROAD,  MANCHESTER. 
Tel:  061-834  1387 
or  061-728  2419  (anytime) 


LICENCED 
P.l.'s 


FOR 
PRICE  LIST 
QUOTES  - 
GENERAL  ADVICE 
PLEASE  CONTACT: 
MERVYN  GREEN  MPS 

EURIMPHARM  LTD 

UNIT  A6,  83  COPERS  COPE  ROAD 

BECKENHAM,  KENT  BR3  1  NR 
TEL:  01-658  2255  TELEX:  263832 


PERFUMES  &  COSMETICS 

MOST  BRAND  NAMES  IN  STOCK 
BEST  SELECTION  &  BEST  PRICES 


KODAK  FILMS  AT 
PISCOU  NT  PRICES 


PASCOS 

425c  HARROW  RD 
LONDON  WIG  4RE 


OPEN  SUNDAYS 
10am-3pm 

Price  lists  ^  960  0319/5752 


DELIVERT  SERVICE  FREE  OF  CHARGE  UK  MAINLAND 


THE  FILM  MAN 

110x24  AgfaXR200  60p 
135x24  Agfa  XR200  60p 
135x12  Agfa  XR200  55p 
135x36  Agfa  XR200E1.15 
Disc  85p 
126x24  from  30p 
Paper  for  Mini  Lab  supplied. 

Telephone:  0253  302246 


FASHION 
JEWELLERY 

Mrs.  S.  Dezsofi  (former  Jodez  Ltd  ) 
has  now  the  latest  Autumn  lines 

available  in:  — 
Ear-wires,  Clips,  Pearls,  Beads, 

Brooches,  Rings  etc. 
Phone:  061  795  7515,  or  write: 
2,  Haslam  Court,  Singleton  Rd., 
Salford  M7  0LU.  Manchester 
Sample  parcels  from  €10  upwards 


fill  ilQO  01  THAT'SWHATWE 
hWI  ,40Z.O  I      SPENT  LAST  MONTH 

We  have  finance  available  to  buy  your  surplus 
stocks  of  Toiletries  •  Fragrances  •  Health  &  Beauty 
Products  •  OTC's,  for  UK  &  Overseas  clients. 

Quick  decisions.  Immediate  payment. 
WE  WILL  COLLECT. 
Turn  that  surplus  stock  into  cash. 
TODAY! 
Contact:  Famous  Brands  Ltd 
167  Western  Road,  Leicester 
Tel:  0533  544970.  Telex:  Rocl<bo  34694  Chamco  G 


Business  for  Sale 


Offers  are  invited  for  the  business  and  assets  of 

ROBBINS  MEDICAL  SUPPLIES  LTD 

distributors  of  the  Robins  Nursery  and  other  nursery 
products. 

Further  information  from  C.  Morris 
or  E.  Stoneham  at: 
TOUCHEROSS&CO 

33/34  Chancery  Lane,  London  WC2A  1  EW 
Tel:  01-405  8799.  Telex:  261 296  TRCHANG 
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PEOPLE 


Numark  pharmacist/manager  Michael  Shields  won  the  Northern  Ireland  regional  final  of 
the  Numark  chemist  national  golf  tournament  for  the  Rennie  Trophy  at  Knock.  He  is  pic- 
tured with  the  other  qualifiers  for  the  final  in  La  Manga.  In  the  front  row:  pharmacists  Daimy 
McKavanagh  (Lurgan),  Ian  McConkey  (Belfast),  winner  Michael  Shields  (Newtownards) 
and  Numark  wholesaler  S.  Haydock  director  Jim  McMaster.  Other  winners  in  the  back  row 
are  Haydock  director  Tom  Hutchinson,  Reiuiie's  AU  Fryer  and  pharmacists  Jack  Wamock 
(Lisbum),  John  McConnell  (Crumlin),  W.B.  Packham  (Bangor),  Peter  CXHare  (Newry)  and 
Numark  proprietor  Evelyn  Murphy  (Dromara) 


Past  PSNI 
president  dies 

Mr  Henry  (Harry)  Cowzer,  a  former 
president  of  the  Pharmaceutical 
Society  of  Northern  Ireland,  died 
recently  after  a  short  illness.  He  was 
74. 

Mr  Cowzer,  of  Newtownbreda,  was 
president  of  the  Society  in  1948  and  1949, 
and  was,  at  that  time,  the  youngest  man  to 
have  held  the  office.  He  was  a  member  of 
the  PSNI  Council  for  many  years  and  was 
made  a  Fellow  of  the  Society  in  1974.  He 
was  a  member  of  the  Statutory  Committee 
until  his  death. 

Mr  Cowzer  qualified  in  1938  and  set  up 
m  business  on  the  Ormeau  Road  in  1939. 
He  was  fully  involved  m  the  business  until 
just  a  few  months  ago.  He  was  a  Justice  of 
the  Peace  and  a  member  of  the  Eastern 
Health  and  Social  Services  from  its 
beginning. 

Among  his  outside  interests,  Mr 
Cowzer  was  a  keen  golfer,  and  was 
honorary  treasurer  and  honorary  life 
member  of  the  Kirkiston  Castle  Golf  Club. 
In  his  younger  days  he  had  been  fond  of 
motor  racing,  and  competed  in  the  Circuit 
of  Ireland  among  other  races. 

He  is  survived  by  his  wiie  Doreen  and 
two  daughters. 


Tvvo  new  leaflets  for  the  "Health  care  in  the 
High  Street"  campaign  are  pictured  above. 
"Helping  you  towards  better  health"  is  from 
the  Woman's  National  Cancer  Control 
Campaign  and  is  currently  being 
distributed.  A  new  Family  Planning 
Association  leaflet,  "A  man's  guide  to  birth 
control"  wifl  be  mafled  to  pharmacies  in 
Northern  Ireland  in  September 


Looking  for  new  marketing  ideas, 
Unichem  chairman  David  Mair  searches 
for  inspiration  off  the  Grand  Cayman.  Mr 
Mair  got  his  licence  of  certificabon  after 
only  seven  dives,  which  included  a  dive  to 
100ft  and  a  night  dive 


Cornish  bust-up 

Garnish  pharmacist  Roger  Hamer 
reacted  swiftly  when  he  heard  a 
person  demanding  money  from  a 
seventeen-year-old  counter 
assistant,  at  the  Morrab  Road 
pharmacy  in  Penzance. 

He  dashed  into  the  shop  from  the 
dispensary  to  find  a  youth  wielding  a  knife 
and  threatening  members  of  the  staff  as  he 
demanded  the  contents  of  the  till.  While 
another  assistant  ran  out  of  the  back  of  the 
shop  to  raise  the  alarm,  Mr  Hamer  tackled 
the  youth,  and  flung  the  tifl  drawer  at  him. 
In  the  ensuing  scuffle  the  youth  broke 
away  but  Mr  Hamer  pursued  him  into  the 
town  centre,  picking  up  a  workman's 
shovel  for  protection  en  route.  The  youth 
was  caught  outside  the  main  post  office  in 


the  town,  and  held  by  Mr  Hamer  and  some 
passers-by  until  the  police  arrived.  A  man 
has  since  been  charged  and  is  on  remand. 


Changes  at  Ponds 

Cheseborough  Ponds  have 
announced  some  internal 
management  changes  in  a  move  to 
integrate  divisions  more  closely. 

Roy  Gayton  has  been  appointed 
marketing  director  of  the  health  and 
beauty  product  division  and  the  cosmetic 
and  fragrances  division.  He  was 
previously  sales  and  marketing  director  of 
the  health  and  beauty  products  division. 

Mike  Wook  moves  up  to  sales  director 
of  both  divisions,  replacing  Paul  Crotty, 
who  is  moving  to  Canada.  Mr  Wood  was 
general  sales  manager  of  the  division. 

Serono  Laboratories  (UK)  Ltd:  Alan  Stem 
joins  as  product  manager  with 
responsibility  for  new  products  in  the 
fields  of  infertihty,  immunology  and 
growth  therapy.  He  joins  from  a  marketing 
position  in  Amersham  International  and 
has  pharmaceutical  sales  experience. 

Hanimex  Photographic:  Mike  Head  has 
been  appointed  North  of  England  sales 
representative.  He  is  responsible  for 
Yorkshire,  Lancashire,  Nottinghamshire, 
Derbyshire,  Cheshire  and  North  Wales. 

Braun  Electric  (UK)  Ltd:  Jorden  Wedel  has 
been  appointed  managing  director  from 
October  1.  Mr  Wedel,  who  is  Danish,  is 
currently  managing  director  of  Braun 
Denmark.  Rober  Wagar,  managing 
director  since  1982,  has  become  group 
general  manager. 
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BODY 


THE  AUTOMATIC 
BLOOD  PRESSURE  AND 
PULSE  READING 
MACHINE 

Body  Check  is  a 
robust,  accurate,  coin 
operated  machine, 
used  in  hospitals, 
chemist  shops, 
doctors'  surgeries, 
as  weii  as  the 
medical  departments 
of  major  companies 
intheU.K. 

Simple  to  operate  the  Body  Chmck  enables  you  to  provide 

a  vital  public  servica  which  is  also  profitable  to  you. 

Our  representative  can  advise  you  on  appropriate  location. 

For  a  free  Body  Chmck  demonstration  •  without  obligation- 
call  Colin  Barton  on  0525  378427  tor  further  details.  5 

Finance  and  rental  amngamahts  avallabla. 


The  Body  Check  is  the  first 
blood  pressure  and  pulse  reading 
machine  to  be  endorsed  by  the  British 
Heart  Foundation  -  the  heart  research^, 
charity. 

Springfield  Marketing  Limited 
II/IIB  Water  Lane  LeIgMon  Buzzard 
Bedfordshire  LU7  7AW 


ftilly-fltted 
£uiueatjers 

to  save  space  and  put  heat  where  it's  wanted 


I 


BUILT-IN  FAN  HEATER  Model  BUH  24T 

This  built-in  fan  heater  can  be  with  choice  of  O.SkW, 
n-iounted  into  fitted  units,  -  fikW  nr  7  dkW  niitniit*: 
fascias,  false  walls  or  display     '-OKW  OT  Z.^tKVV  OUipuiS 

units  -  to  avoid  taking  up 
valuable  wall  or  floor  space  - 
in  homes,  retail  premises  or 
offices 

The  controls  are  remote  and  can 
be  mounted  anywhere  convemen 
The  heater  has  a  variable  thermostat 
and  a  thermal  cut-out  for  safety  For  sumrr 
use,  a  fan-only  setting  circulates  unheated 
installed,  requiring  no  ducting  Finished  'n  'biter  chocolate 


Dtmplex 


Dimplex  Heating  Limited 
Millbrook,  Southampton,  S09  2DP 
Telephone:  0703  777117 


copy? 


Subscribers  who  require  a  second  copy  of  each  issue  of  the  Chemist 
&  Druggist  Price  List  (not  the  weekly  cumulative  amendments 
may  order  this  as  additional  to  the  copy  supplied  as  part  of 
the  annual  subscription  The  cost  of  this  second  copy,  sent 
to  the  same  address  as  the  weekly  lournal,  is  £27  00  per 
annum 

If  you  wish  to  order  an  extra  copy,  please  complete  and 
return  the  order  form  below  If  an  additional  copy  of  the  Price 
List  is  required  at  a  separate  address,  this  will  be  supplied  on  thie 
basis  of  a  full  subscription  including  weekly  cumulative  price  amendments' 
and  the  news  weekly,  the  charge  for  wfiich  is  £58  00  per  annum 
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SPECIALS 


We're  about  to  fill  Iwa 

big  holes  in 
the  baby  food  market < 

You'll  be  pleased  to  hear  of  the  happy  event 
of  two  new  arrivals  from  Heinz.  And  they're  just 
what  mums  have  been  asking  for. 

One  answers  the  problem  of  what  to  give 
baby  at  tea  time. 

It's  a  range  of  five  nourishing  tea  time 
meals  called  Savoury  Specials,  the  biggest  ^ 
range  on  the  market,  so  there's  plenty  of 
choice  for  them  to  get  their  gums  into. 

For  afters  there  are  Fruity  Juice  Desserts. 

With  a  new  irresistible  jelly  texture  they 
come  in  six  tasty  flavours  of  real  fruit. 

(And  we  mean  real  fruit.  Because  we  haven't 
added  any  sugar,  any  colouring,  preservatives  or 
artificial  flavourings.) 

Two  new  ideas,  we  think  you'll  agree,  that 
not  only  fill  two  holes  in  the  market,  but  also  fill 
,  .  .       two  big  holes  in  your  baby  food  display 

And  with  two  national  heavy- 
weight TV.  launches,  with  a 
spend  of  over  £2m, 
going  on  air  soon,  it 
won't  be  all  that  long 
before  you'll  be  needing 
a  second  helping. 
Just  call  Heinz  on  01-848  2699  \ 
and  they'll  sort  you  out  with  a  delivery 


